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40% of the Memphis Trade Area is Negro 
And Before They Buy, Memphis Negroes Listen 




1070 KC 



Only 50,000 Watt Station in Memphi 



7th ANNUAL 
NEGRO MARKETS 
SUPPLEMENT 



A round up of facts 
and figures on Negro 
radio, including basic 
market data, station 
and advertiser lists and 
three timely articles 



Negro Market: 
Expanding in 
two directions 



Page 3 



The Advertisers: 
How they get a 
plus from radio 

Page 6 



Negro Stations: 
Their heart is 
the disk jockey 

Page 8 



% ALL RATINGS— YOU'LL FIND WDIA CONSISTENTLY "TOPS!" 
'PRESENTED NATIONALLY BY JOHN E. PEARSON COMPANY 




•/A 



i 



A 



4 



54 



Exp&tiMC&. * .Confidence 



America's most experienced negro radio stations 
ROLLINS BROADCASTING, INC. 



UfRrr rhiravn area . KATZ. St. louis • WGEE, 




OF 
TIME 
DEVOTED 
TO 




PROGRAMMING 



DO YOU 
KNOW... 

The Central California Ne- 
gro Market is not concen- 
trated * . . but extends oyer 
a seven county area, border- 
ing San Francisco Bay! 

KWBR 

COVERS THE 

ENTIRE 

NEGRO MARKET OF 
CENTRAL CALIFORNIA! 




Represented By: 
WALKER-RAWALT, INC. 
EAST 

DORA-CLAYTON, INC. 
ATLANTA 

HARLAN G. OAKES 
WEST 



KW 




WARNER BROTHERS 
327 -22nd STREET 
OAKLAND, CALIFORNIA 

1,000 WATTS 
24 HOURS A DAY 
1310 KC 
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WLIB — has more Negro listeners 
than any other New York radio sta- 
tion—network or independent 
(PULSE) 

WLIB -only New York radio sta- 
tion with studios in Harlem 

WLIB-first New York station 
broadcasting Negro community 
news and special events on a regu- 
larly scheduled basis— eveiy hour on 
the half hour 

WLlB-only New York station 
devoting 87% of its broadcast time 
to Negro programming. 



Harlem Radio Center ■ Hotel Theresa 

2090 Seventh Ave., N. Y. 27. N. Y. MO 6-1 BOO 



SPONSOR NEGRO ISSUE • 20 SEPTEMBER 1953 



1 




The NATION'S HIGHEST Hooper- 
rated Negro station • In Jackson 
— 48% Negro. • Top-rated con- 
sistently by Hooper-Pulse-O'Con- 
nor • The ONLY way to the 
107,000 Negroes of. the Jackson 
Metropolitan Area. 



The nation's 
highest 

audience- 
rated 
Negro group 







KOKV 

Arkansas' ONLY Negro station • 
In Little Rock - the 87th Market 
— 33% Negro * Top-rated con- 
sistently by Hooper-O'Connor 
Jhe ONLY way to the 114,000 
Negroes of the Little Rock-Pine 
Bluff Metropolitan Area. 



The Ark-La-Tex ONLY Negro sta- 
tion • In Shreveport — the 89th 
Market - 39% Negro - • Top 
Hooper-rated consistently • The 
ONLY way to the 108,000 Negroes 
_of the ■ Shreveport Metropolitan 
Area. 



Alabama's ONLY fulltime 100% 
Negro station* * In Birmingham 
«. the 3 1st market - 42% Negro 
• Top-rated Negro station con- 
sistently by Pulse-Hooper • The 
BEST way to the 260,000 Negroes 
of the Birmingham Metropolitan 
Area. 
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THE 
NEGRO 

MARKET is getting 

bigger in two directions 

^ Non-white population has increased 20% since 1950, 
half again faster than the rate for the white population 

^ With his spending power tripled since before the war, 
the Negro now has $16 billion to buy the goods he wants 

By Alfred J. Jaffe, Special Projects Editor 

1 has often been said that there is land, you don't look at skin color, 
no such thing as a Negro market but The argument has a logical ring and 
only a series of markets — say, like the additional merit of wrapping itself 
children under 12 — of which Negroes in laudable sociological tones, 
are a part. Facts have a way of brusquely push- 
After all (so the argument goes), ing logical niceties aside, however, and 
if you advertise to children under 12, the facts that support the existence of 
or families who make less than $5,000 a Negro market are tough to ignore, 
a \ ear, or people who live in New Eng- They include: (1) the Negro is 



group conscious, (2) he can be reached 
by specialized media, (3) he can be 
found concentrated in certain areas, 
(41 his economic opportunities are 
(still) limited, (5) he does have cer- 
tain likes and dislikes not shared by 
others. 

Finally, marketing facts about the 
Negro are becoming outdated at a 
faster rate than among whites. 

Most important: the Negro market 
is expanding in two directions. Negro 
population and households are growing 
at a speedier clip than the rest of the 
country. So is Negro per capita income. 

While the white population went up 
12.0 r /r from 1950 to 1957, non-white 
persons (of practically all of whom are 



Growing Negro market is a responsive one. Below ; George Hudson, W NJR, Newark- 1\ ew York personality, is mobbed at in -store promotion 




Negro) went up 18.*)%, The increase 
in \ oung non-whites was particularly 
marked. Last )ear there were about 
3.V< more Negroes under 18 than there 
were iir 1930. The ror responding figure 
for whites was 26' < . Vs a result of the 
prolific Negro birth rate, fully 27%' of 
the non-white population is under 10 
\ ears of age compared to 21' r for 
whites. 

The total nou-w bite population is 
now over 19 million. W ith about 95% 
of these Negroes l other non-white in- 
clude Japanese. Chinese. Indians, etc.). 
this* put* the total Negro population at 
more than lo million, a 3 million jump 
over 1950. 

V more striking comparison between 
white and non-while reveals this: the 
percentage of non-white households 
has been increasing faster during the 
50"* than the population. The reverse 
is true anions whiles — a result of the 
dip in the number of \oung people of 
marriageable age. 

W hile the number of young Negro 
adults in 1957 was onl) slighth above 
that recorded in the 1950 census, pow- 
erful economic forces have been at 
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tote**?! 





IV Original 24 Hour Station 

UiUiiu urKCAH 



ypgro artists are center of Negro radio 
programing. KCFJ, Los Angeles, nuto with 
station f/./.'s was in the Mahalia Jack- 
sui parade before her nuditorium concert 



work. As a result of the rising Negro 
standard of living, where there used 
to be one household there are now two. 
In other w ords, undoubling. The young 
Negro adult, hankering for a home of 
his own, is now able to afford it. And 
the housing shortage is not as bad as 
it used to be. 

Some statistics to back this up: In 
1947, \5 f /< of Negro married couples 
did not ha\e their own household. By 
1956, the figure had come down to 7 c c. 

The rise in Negro well-being is truly 
astounding. Per capita income has 
practically tripled since hefore the war. 
In terms of constant 1956 dollars (that 
is. with the purchasing power of the 
dollar held constant), Fortune maga- 
zine estimated in 1956 that per capita 
income hefore taxes had risen to $1,070 
that year from $384 before the war. 
Comparable white income rose from 
SI. 250 to $2,000. 

With per capita income of $1,000, 
and taking taxes into account, the 
spendable income of the Negro is thus 
about $16 billion annually. 

While the Negro has a way to go 
before catching up with whites in the 




One-third of Negroes own homes. Mobile 
unit, &BOK, New Orleans, covered Easter 
egg hunt to attract buyers to subdivision. 
Promotion sold $29,000 worth of houses 



One of }*w Negro-owned stations, W'CHB, Inkster-Detroit, is visit- 
ed by Mayor Hheinhold of Sebewaing, Mich., during "Mayors* Kx- 
rhonge Day" when he presided over Inkster. Mayor Rheingold wos 
arcomponied by state, county, Rotary, Kiwanis and C. of C. officials 



The 
N 

Market 




U. S., his income (Communist papers, 
please copy) compares favorably with 
W estern Europeans. Fortune estimated 
the average Negro is better off in pur- 
chasing power than the relatively pros- 
perous West German (a fact that will, 
no doubt, surprise many), is right on 
the heels of the average Briton and is 
not too far behind the Canadian. 

On the other hand it must he con- 
ceded that Negro is still not rolling in 
wealth. Ahout four out of five families 
have take-home pay of $4,000 or less. 
This is a ratio roughly tw T ice that of 
white families. At the top of the heap 
is the 4/1 of non-white families who 
make $7,500 or more. The Negro 
"middle class"' could be said to consist 
of the 15°/ whose spendable income 
falls within the $4,00047,500 range. 

The marketing story of the Negro 
would not be complete without taking 
note that the Negro is on the march in 
more ways than one. He has been leav- 
ing the southern farm and settling in 
cities. Though Negro population has 
more than doubled since 1900 there are 
half as many living on the land. The 
actual figure is ahout 2.7 million. 




High birth rate makes Negro population 
"younger* than white. "Sunny Jim,** K'AMO, 
Homestead-Pittsburgh, records interviews at 
playgrounds for sponsor Hires root beer 



Public service is Negro station's link to 
community. U DIA, Memphis, furnishes the 
equipment to 85 Little Leogue teams. Above, 
the opener of the 1958 Little League seoson, 




World War II gave a hefty impetus 
to this flight from the farm but, even 
during the 50*s the trek continued. 
Census Bureau figures showed a 26% 
jump in all non-white households from 
1950 to 1956 but the hike in non-white 
urban and rural non-farm households 
came to 35%. Negro farm households 
went down about 14%. 

The Negro is still primarily a south- 
erner. More than 11 million colored 
have remained below the Mason-Dixon 
line. Joseph Christian, a Negro market- 
ing consultant who numbers Y&R 
among his clients, says, "You can 
roughly break down the location of the 
\egro something like this: one-sixth 
live on farms in the South, one-half 
live in the South but not on farms, 
one-third live in urban areas outside 
the South." 

The main current of migration, how- 
ever, is clearly northward and if pres- 
ent trends continue it will not take too 
long before most Negroes will be north- 
erners. 

The magnet for thq Negro up north 
is the top metropolitan markets. In a 
{Please turn to page 32) 







r 




Community affairs ore an important part of Negro station programing. Above, Mrs. Leola 
Dyson, director of women s octivities ond public relations at WRAP, Norfolk, interviews 
Mrs. Eleonor Roosevelt during o UN celebration ot which Mrs. Roosevelt was main speaker 




Negro affairs in U.S. are of interest to rest of world — and vice versa. Ghono Premier 
Nkrumah accepts tape of his U.S. speeches from WLIB general manager Harry !\ovik as Kofi 
Baoko, /., Ghana minister of broadcasting; Clarence Holte, BBDO marketing exec, look on 
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years of school completed by persons 


25 years and over, 


1940-57 








NON-WHITE 


WHITE 1 




MALE 


FEMALE 




MALE 




FEMALE 


APR. 1940 


5.4 


6.1 




8.7 




8.8 


APR. 1947 


6.6 


7.2 




9.0 




9.7 


| APR. 1950 


6.4 


7.2 




9.3 




10.0 


OCT. 1952 


6.8 


7.4 




10.1 




10.8 


MAR. 1957 


7.3 


8.1 




10.7 




11.3 


INCREASE 1940-57 


1.9 


2.0 




2.0 




2.5 I 



but high school graduates are still a definite minority 

Schooling completed by persons 25 years and over, March 1957 



LESS THAN 8 YEARS AT LEAST 8 YEARS 



AT LEAST 4 
YEARS HIGH 



AT LEAST 4 
YEARS COLLEGE 



HITE 



MALE 



f W 
| NON-WHITE 



20.1 



77.9 



41.1 



10.1 



53.5 



42.4 



16.3 



2.6 



FEMALE 



J WHITE 
\ NON-WHITE 



17.4 



81.0 



45.1 



47.8 



50.2 



19.3 



6.0 



2.9 



SOURCE ; Census Bureau. 
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THE 

NEGRO-DIRECTED 

ADVERTISER gets a 
'plus' from Negro radio 



* He finds, say marketing men, a commercial on Negro 
radio penetrates because it's placed in an effective setting 

^ He also finds that obvious sympathy for Negroes will 
pay off in loyalty though Negro is receptive to new brands 



". . . .An ad in Negro media says. 
'This is meant for you.' If someone 
puts on a content in which the prize is 
a week *pent at some very fancy hotel, 
this is obviously not directed at the 
Negro. . , 

'\ . . A ou have to make the Negro 
feel he's included. He appreciates a 
specific effort to reach hirn. . . 

**. . . .Negro media have penetration. 
The Negro consumes white media but 
there's a psychological filter at work 
there. The Negro-directed ad or com- 
mercial is in an effective setting. . . 

The three statements above were 
made by three different men all of 
whom specialize in affecting Negro 
attitudes or buying habits. 

Statement No. 1 was made bv Jo- 
seph Christian, a marketing consultant 
with his own firm and Y&R among his 
clients. 

Statement No. 2 was made by Wen- 
dell Austin of the Negro relations sec- 
tion of the E*m> Standard Oil Co/s 
public relations department. 

Statement No. 3 was made bv Gar- 
ence Holte. head of Negro marketing 
at BBDO. 

All three men are Negroes, which, 
on top of their backgrounds, should 
make thorn doubh perceptive. 

All three men are saying, in effect, 
that the advertiser gets something extra 

even essential when he directs his 
advertising specifically at the Negro. 

This opinion is by no means uni- 



versally accepted. Hundreds of ad- 
vertisers are satisfied that they are 
reaching Negroes effectively through 
general purpose media. There is no 
question that they are reaching Ne- 
groes. And some are. no doubt, doing 
an effective job, particularly among 
those Negroes in the middle and upper 
strata affected b\ ideas of prestige and 
seeking some mark of identity with 
the white world. 

This latter factor is of minor im- 
portance in Negro radio. For this is a 
mass medium, selective only in the 
sense that it pinpoints a large and 
identifiable market segment. The mass 
market advertiser who overlooks Negro 
radio would seem to be missing some 
obvious potential. 

Scores of advertisers, obviously, are 
not missing this potential. (For a cross- 
section of these, see the list starting on 
page 30.) Some, like Royal Crown, 
which makes a hair dressing, sell only 
to the Negro market. Royal Crown is 
no small potatoes; it racks up sales in 
the neighborhood of $10 million an- 
nuallv. 

Hut most advertisers on Negro radio 
make products destined for all con- 
sumers. A number have found their 
product has a special appeal to Negroes 
and are using Negro radio to capitalize 
on it. Products like lard and evapo- 
rated milk fall in this category. Others 
have found their particular brand has 
\ Please turn to page 34) 



Lucky Strike recorded commercials for 
Negro market, "The Platters" who made 
recording, are shown with Hunter Hancock y 
KPOP, Los Angeles, one of the two white 
d.j's on Negro appeal radio in that market 



Awards for commercial presentations are 
sometimes given by advertisers to spur 
d.j's. Manischewitz' Phil Strauss presents 
an award to Joe JFalker of fTMBM, Miami 
Beach, for the excellence of his wine spots 



\1 
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Langendorf Bread made consumer sur- 
vey of d.j.*s in San Francisco before pick- 
ing Rockin Lucky on KSAN. Client tested 
jocks by checking into effectiveness of sell- 
ing for the local retail accounts in area 



Negro market specialists are 
still rare but more are coming 
into field. Joseph Christian, for- 
mer Seagram executive, I, has 
had own consulting firm for over 
a year, includes Y&R among 
clients. Clarence Holte is head 
of two-man Negro marketing de- 
partment at BBDO, which is 
only big agency employing Ne* 
groes in that capacity. Other con- 
sultants: Les Bailey , San Fran- 
cisco; Jesse Lewis, Birmingham 





Alcoholic beverages have higher per 
capita consumption among Negroes than 
among whites. D.j, at WHAT, Philadelphia, 
shows the half -quart and 12-ounce six- 
packs of Budweiser, which buys the station 



Dish jockey's personal approach is key 
factor in selling and merchandising on 
Negro radio. "Ooc" Wheeler on WWRL, 
New York, tries his charms on two cus- 
tomers for Limacol, an eau de cologne 



\ 



Rising Negro standard of living leads to 
new businesses, like Ebony Health Studio 
chain advertised over KCOH, Houston. The 
picture below shows the opening of a 
third studio, covered by remote pickups 




Merchandising crews on Negro appeal stations are often experts in varied fields. The 
team employed by WOV , New York, consists of Herman Amis, seated, who had retailing ex- 
perience before coming into broadcast, and (I. to r.) , Ellen Fatson, a designer and fashion 
show model; Helen Gregory, who keeps posted on community affairs, retail route lists: 
Mary Cunningham, a model and trained cosmetician who has taught hair styling and makeup 




i 
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Vartivipating in a community event. 
If LOl . Louisville, records voices of listeners 
at Korsair crippled children's picnic. I oices 
were played back on the air the next day 




D./.\s ore often the center of promotions. 
Pave Dixon of KATZ, St. Louis, leads a 
parade to crown "Miss Clamor Spray" in 
promoting this new liquid hnir straightener 





Don tttou ti studio office has paid off in 
nttracting new clients and keeping the old 
ones, ff OBS, Jacksonville, reports. One- 
hour sidewalk interview is done here daily 



Negro sporis are important station fare. 
Jesse Champion, ff JLD, Birmingham, talks 
to Mgr. Dismukes, Kansas City Monarchs, 
at practice session of the local Black Barons 




Saturation schedule on Ki\OK, Dallas Ft. Worth, was bought by Forest Theatre to promote 
movies ns well as Friday night stage show. Stntions *\Ur. Lucky" (Rudy Runnells) , talks to 
Faye Adnms, stnr of show. Thentre had done some light advertising, station reports, but 
after saturation schedule, business has been at either double or triple the previous level 



THE 
NEGRO 

STATIONS revolve 

around the disk jockey 



^ He provides commentary on music and on public and 
community affairs as well (not to mention merchandising ) 

Th e Negro radio station and the 
Negro consumer market have two pri- 
mary point* of contact. 

The\ meet on the air through the 
d.j. and they meet at the point-of-sale 
through merchandising men (and the 
d.j., too ) . 

This, in itself, does not <]ualif\ Ne- 



gro radio for any blue ribbons. What 
makes the difference, however, is that 
the listener is listening to and the re- 
tailer is talking to a man or woman 
whose skin color is the same as his. 

One should add to this that stations 
also contact their market at a less 
businessdike level — the level of com- 



munity affairs, public service and, in 
some cases, agitation for civil rights. 

The d.j. is involved here as well. He 
is a narrator of public affairs on the 
air, a speaker on public affairs in an 
auditorium, and, in general, a sympa- 
thizer on public issues. To the Negro, 
he is often "one of us." 

The d.j., to sum it up, is the heart 
of Negro radio. 

Most disk jockeys are colored and, 
all things being equal, there is more 



H SPONSOR NEGRO ISSUE • 20 SEPTEMBER 19^8 



1 




Sports stars have strong appeal among 
the Negro audiences, often make popular 
d.j*s. Above is "Big' Don Barksdale of 
KW BR, Oakland, Olympic basketball star 




Dance for young Negroes is given every 
Saturday morning by W AUG, Augusta, using 
city center. D.j. Mai Cook, above, gives 
door prize, got city citation for dances 



identification on the part of the listener 
with a Negro than with a white. How- 
ever, some white d.j.'s are exceptionally 
popular and well accepted by the Ne- 
gro community. 

As one Negro broadcaster put it, 
"Negroes either like you or reject you. 
There are no mediocrities in Negro 
radio." 

Many Negro radio personalities are 
colorful with names to match. They 
call themselves the Rev. Gatemouth 
Moore. Sir Walter Raleigh, Gospel 
Boy, Dogface, Lord Fauntleroy. This 
kind of tag is more likely to be found 
in the South. On the whole, the north- 
ern Negro radio personality is more 
dignified, one reason heing the more 
"emancipated" northern Negroes are 
beginning to feel the more extreme 
forms of clowning hurt the race by 
perpetuating group stereotypes. 

Is Negro radio then segregated ra- 
dio? Some general appeal broadcast- 
ers with large Negro audiences say it 
is. The Negroes themselves don't feel 



A total of 42,609 postcards were sent in 
for the "favorite minister" contest on KOKY, 
Little Rock, Ark. Winner of the contest, 
held in February, was the Rev. Felix Evans 




this wa), however. The more articu- 
late Negroes make the point that dial 
tuning represents a democratic option 
with the listener stopping at whatever 
frequency he wants to — not the fre- 
quency he's forced to. In addition. Ne- 
gro radio is the only place he can get 
broadcast news about his community. 

The further point is also made that, 
just as Negroes listen to general ap- 
peal radio, so do non-Negroes tune in 
on Negro-appeal radio. In some areas, 
for example, Spanish-speaking audi- 
ences find Negro programing to their 
liking. And, while the radio jive fans 
among the general run of Americans 
have never been counted accurately, 
there are undoubtedly a fair fraction 
of them who listen to Negro appeal, 
stations. 

These non-Negro audiences listen to 
the music, not to thq personality. The 
Negro-appeal d.j. has a specific target 
for his patter. He talks the language 
of his audience. This doesn't mean the 
d.j. flaunts the differences between 




Week-long salute to W. C. Handy in 
connection with movie about him culmi- 
nated in a broadcast from Chicago's Tivoli 
Theatre with W'BEE station personalities 



white and Negro. It does mean he 
creates an atmosphere in which the 
\egro feels at home. 

He doesn't have to be a Negro to do 
this. Hunter Hancock of KPOP, Los 
Angeles, is white and has been pro- 
graming for Negroes for 10 years. His 
audiences include Mexicans and, with 
the advent of rock V roll, other whites 
also. Hancock plays only music re- 
corded by Negroes, stays away from 
"popular jazz" or "prettied up Negro 
music." 

Here are five tips from Hancock on 
programing for and selling the Negro: 

1. Don't talk down. This applies to 
both white and Negro d.j.'s. (Los An- 
geles now has two white d.j.'s in its 
Negro appeal programing. KGFJ's John 
Magnus joined the ranks when his sta- 
tion went to 100^ Negro appeal pro- 
graming recently.) Negroes don't re- 
sent white d.j.'s but they are sensitive 
to condescending language. 

2. Don't be "way out." Negroes like 

(Please turn to page 37) 
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NNOUNCES 




. . . THE APPOINTMENT 
of HAROLD F. WALKER 

as Vice President and National 
Sales Manager of the Rounsaville 
Negro programmed radio proper- 
ties. 

Mr. Walker will join the Rounsaville 
chain on November 1st, and will 
have immediate supervision of na- 
tional spot sales for all Negro 
properties. 

He is a 20-year radio veteran, more 
than nine of which have been spent 
withWDIA, Memphis, a pioneer in 
the development of the all-Negro 
programmed pattern. 



AND... 




. . . THE APPOINTMENT 
of JOHN FULTON 

as Vice President and Local Sales 
Manager for all Rounsaville Radio 
properties. 

Mr. Fulton entered radio in 1935, 
and joined the Rounsaville organi- 
zation in 1953. He is a past director of 
N.A.B., as well as past president of 
the Georgia Association of Broad- 
casters. 



ROUNSAVILLE RADIO 



WCIN 



Cincinnati, Ohio. 1000 W, 1480 KC. 
Cincinnati's only all Negro pro- 
grammed station. 

WLOU 

Louisville, Kentucky. 5000 W t 1350 
KC. Louisville's only all Negro 
programmed station. 



WMBM 



* 



Miami Beach, Florida. 1000 W, 800 
KC. South Florida's most powerful 
all Negro programmed station. 

WVOL 

Nashville, Tennessee. 1000 W, 
1470 KC. Nashville's only all Negro 
programmed station. 

WTMP 

Tampa, Florida. 5000 W, 1150 KC. 
Tampa-St. Petersburg's only all 
Negro programmed station. 

WYLD 

New Orleans, La. 1000 W, 600 KC. 
New Orleans' all Negro program- 
med station. 



Good News WMBM just granted 5000 
watts day and night in 790 K.C. 



HOME OFFICE: 3165 Mathieson Drive, N.E. 
Atlanta 5, Georgia 
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NEGRO 

MARKETING 

BASICS 



Negro population is growing at a faster rate than white during 1950's . . . 

i: 11 I'.'i i ii imiiimiiiiiii;: in 1 n nun mini 



i ililNlii 



The high Negro birth rate during 
the 1950's is dramatized in these 
Census Bureau figures taken from 
the census of 1950 and a sample sur- 
vey last year. Non-white includes 
Indians, Japanese, Chinese, etc., but 
about 95% of non-white are Negroes 



Changes 


in white and non-white population, 1950-1957 

WHITE NON-WHITE 


All ages __ . 


+12.6% 


+ 18.9% 


Under 18 


+26.0 


+34.5 


18-24 


5.8 


+ 3.8 


25-44 


+ 3.6 


+ 5.6 


45-64 


+ 12.4 


+ 17.5 



65 and over 

.iiimiii 



IliiiUii 1 



+20.8 

1 



+22.6 

jra iii"iiini 



Negroes tend to be "younger" than whites 



IP! 

t — 


: 1 1 1 1 1 1 i 1 1 1 1 1 1 1 1 1 : ^ ; :^ ; ; n 1 1 ; 1 1 1 1 1 1 : h: : : 1 1 : 1 1 

Percent U. S. 


OHM mi 

poulation in age groups, 

WHITE 
Male Female 


III IIIIIIIIIIIIIII IIIIIIIIIIIIIII IIIIIIIl!IIIIIIIII IIIIII!llllllllllllllllUllj|] 
by sex and color 

NON-WHITE 
Male Female 


iiiijjl 




Under 5 


11.1% 


10.57o 


14.5% 


13.8% 






5-9 


10.5 


9.9 


13.3 


12.6 






10-14 


8.9 


8.4 


9.8 


9.3 






15-19 


7.0 


6.6 


8.1 


7.8 




Illllllllllll 


20-24 


6.3 


6.1 


7.1 


7.0 






25-29 


6.7 


6.6 


6.8 


7.1 






30-34 


7.1 


7.3 


6.7 


7.3 






35-39 


7.0 


7.1 


6.2 


6.6 






40-44 


6.6 


6.8 


5.8 


6.3 






45-49 


6.2 


6.3 


5.4 


5.6 


rtiiiiiiniii 




50-54 


5.4 


5.5 


4.6 


4.6 






55-59 


4.7 


4.9 


3.8 


3.7 




IIIIIIIIIIIIIII 

1 


60-64 


4.1 


4.3 


2.8 


2.8 




llliilllllllll 


65-69 


3.2 


3.5 


2.0 


2.0 




Mlllf! 


70-74 


2.4 


2.8 


1.4 


1.4 






75-79 


1.5 


1.9 


1.0 


1.1 




Illllllllllll 


80-84 


0.7 


1.0 


0.5 


0.5 




minimi 
1 


85 and over 


0.4 


0.6 


0.4 


0.5 




Hi! 


Total (000) 

iiiiiiiiiiiiiiiiiiiiiiim 


75,688 

itiiiiiiiiiiiiiiiiiiniiiiiiiiiiiiiiiiiiiii] 


76,776 

iiitliilliiiiiilliiiililliiliiiiiiliillilliillili 


9,170 

Ilillflllillllliilililllilliillllilliili 


9,595 

llllllllllllllllllllllllllllllllllllllllllllllll 


illllllllllllllll 



These Census Bureau figures cover the total 
U.S. population, including armed forces over- 
seas, as of I July 1957. Note high propor- 
tions of children under 10 among both white 
and non-white. Note also that there are about 
5% more females among non-whites compared 
to about 1% in u hite group. For an explana- 
tion of non-whites, see caption at top left 
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NEGRO 

MARKETING 
BASICS 



Big postwar jump in Negro urban households is due primarily to . . . 



A. Decrease in 

douhled-up 

families 



'\\\m 



Percent U.S. married couples without own household 

1956 1950 1947 1940 





WHITE 


3.0^ 


5.97c 


7.9% 


6A7< 






NON-WHITE 


7.1 


13.8 


15.1 


11.3 






Average 


nu m her 


of persons per U.S. 


household 




lllllllllllllllllll 1 II 






1956 


1950 


1940 


1930 






WHITE 


3.33 


3.46 


3.75 


4.09 






NON-WHITE 


3.95 


4.17 


4.09 


4.27 




K . I, 


III" .IK 'III It!' ||'!| Hi! Illl |, 






hiHIillfl 


, 'iiiiim 


ir milts 



• The move 
awav from the 

m 

farm 



■, '1. " i 'ill 11,1' 


Hi 












Percent 


change 


in number of 


U.S. households, 


1950-56 


liniiiiiiiiiii 








ALL HOUSEHOLDS 


URBAN & RURAL 
NON-FARM 


RURAL FARM 




WHITE 






+10.7% 


+14.0^ 


— 9.5% 




NON-WHITE 






+26.2 


+35.2 


— 1 3.8 





u ' i. ' 1 - I'.'i llilHHlrE 



Negroes have proportionately fewer husband-and-wife households 



hi inn 



I IIIIIIIIIIIIIIIIIIIIIIII9U 



Marital status of civilian U. S. population 



PERCENT MARRIED 


PERCENT M \RR1ED WITH ABSENT SPOUSES ; 


MALE FEMALE 


MALE 


FEMALE 


White 

71.1 


Non-white White 

64.1 67.2 


Non- white 

62.0 


White 

2.4 


Non-white 

7.8 


Wllite 

3.0 


Non-white 

11.3 § 



ii uiwiiiwiims 



i iiiniiiiiiiiiiiiiiiiiiiiriiiiiiiiiiiii i/i'j/iiiNiii.jiiniiiii'iiiiiiiiiiiii:!!!!: niniiiiiiiiiii!! i, 

All figures on this page are from the Census Bureau, The bottom chart covers U.S. civilians 14 years and over t as of March 1956 
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NEGRO 

MARKETING 
BASICS 



One out of three working Negro women are employed as domestics 

, nt Bill lilllllMlll! i .illlllllllllllllllIlilllMlllilllllillllllllll - ' 



Major occupations of employed persons 





Major occupational group 


Total 


WHITE 
Male 


Female 


Total 


NON-WHITE 
Male 


Female 




Total employed (000) 


58,482 


40,250 


18,232 


6,698 


3,997 


2,701 




Professional, technical 


10.87c 


10.4% 


11.6% 


3.9% 


3.5% 


4.6% 


- 


Farmers, farm managers 


5.1 


7.2 


0.6 


4.0 


6.2 


0.7 




Other managers, officials, 
proprietors 


11 A 

11.4 


1 1 c% 

14.2 


o.o 


O 1 








Clerical 


15.1 


6.8 


33.2 


o.o 


4.4 


7.4 




Sales 


6.9 


6.3 


8.2 


1.4 


1.0 


1.9 




Craftsman, foreman 


13.9 


19.8 


1.0 


5.8 


9.4 


0.4 




Operatives 


17.2 


18.2 


15.2 


19.1 


22.9 


13.5 




Private household workers 


2.0 


0.1 


6.2 


15.5 


0.6 


37.7 




Other service workers 


8.0 


5.7 


13.1 


16.4 


14.4 


19.4 




Farm laborers & foremen 


4.3 


4.0 


5.0 


10.5 


9.8 


11.6 


w 


Laborers (except farm and 
mine) 


5.2 


7.3 


0.6 


15.3 


25.3 


0.7 



m • i.i t EiiiiijiinituiiiiiiiiiniiiiniliiEii:iiL iriMniriiiPfniiniiiiiiiiiiEEiiiiiiiiLiiiiiEUintiiL j;niii? F oiiiniiiiEiiiiF T Tiiiii[iifEiiHiN]iniiFMiHiHM< iiEFTiJiiimiiEiiiiiiiiini nun hiiiiii mur if -i i >rr imm .iinnc i iim mi r r ir n ;■ r w v ,'■ „ « iw 

These Census Bureau figures cover people at work during the week 6-12 July 1958 



Nearly half of all Negro women work 



■ 



Figures ot right apply to U.S. civilian 
non-institutional population 14 years and 
over as of 6-12 July 1958. They show that 
while one out of two Negro women are em- 
ployed only one out of three white are 
so engaged. The data also show that the 
percent of unemployed among non-whites 
is double the figure for the white group 



Employment status of civilian population 



- 



WHITE 

Total Male Female 


NON-WHITE 
Total Male Female 


I^er cent in 

labor force 58.4 84.0 35.0 


64.8 83.8 48.1 


! Labor force 62,706 43.061 19,645 


7,767 4,696 3,069 


Employed in 

agriculture 5,708 4,667 1 .041 


_ 

1,010 678 332 


Employed in non- 
^ agricultural jobs 52.773 35,583 17, 191 


5,688 3,318 2,369 

- 


j Unemployed 4,225 2,811 1.413 


1,069 701 368 S 


Per cent 

unemployed 6. / 0.5 / .2 


13.8 14.9 12.0 g 



l!illlllllllll!llllllllllllllllllllllllli Illlllllllilllllll'O ' miHH' lllll!llllllllilll]lliillllllllllllllll!lllllllll IIIIIIMIIIlIlllll!! 1 ! .11111 W HI I tllll 1 lllllll 111 ' llll 



ii i 1 



llr'IIIFl'. ,V\ ttH ' 
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WE PROUDLY SERVE 

PHILADELPHIA'S 






Bernice Thompson 



Kae Williams 



Georgie Wood 



To be the Number One Negro Station in America's third largest city is to be in an envious position. 
We realize this, We also realize that, in order to stay Number One, WDAS must continue to back 
up our advertisers with aggressive merchandising and programming. 

Some of the Reasons Why WDAS is a "Mast" in Philadelphia Radio 

More and more advertisers are aware that to obtain sales dominance in America's large cities is 
virtually impossible without the patronage of the Negro Market. In Philadelphia, WDAS exclusively 
delivers the ever-growing 650,000 Negro Market. 

The WDAS Negro on-the-air talent team is known throughout the East. They are a highly profes- 
sional group of men and women whose long-time acceptance by the Philadelphia Negro Market is 
unequalled. No one can deliver your message, motivate listeners and gain the acceptance of the 
Philadelphia Negro Market as can the top-rated air-personalities of WDAS. 

Ever since Negro listening has been measured in Philadelphia, WDAS has always been the top- 
rated Negro Pulse station ... and NOW WDAS HAS MORE NEGRO PULSE QUARTER HOUR 
FIRSTS THAN ALL OTHER STATIONS IN THIS AREA COMBINED. 

Absolutely no other advertising medium in Philadelphia can deliver the specialized Negro Market 
proof-of-performance merchandising available to WDAS advertisers. The WDAS Negro Market 
Merchandising Department is the first, and only, full-time, fully staffed department in Philadelphia 
offering participations in Food Fair Stores, Best Markets, Philadelphia Association of Retail 
Druggists and WDAS Spot-lite Superettes. This comprehensive merchandising program ranges from 
point-of-purchase "WDAS APPROVED PRODUCTS" through to finished detail reports. 
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ocl'o" Henderson 



Julian Graham 



Randy Dixon 



Billy DuPree 



Art Peters 



There is no more complete list of blue 
chip advertisers in Philadelphia Radio. 



Pabst Blue Ribbon Beer • Humphreys 
Parks Sausage • Black Draught • Creomulsion 
Contadina • San Giorgio • BC Remedy 
Scott's Emulsion • Roma Wine • Dulany Frozen Foods 
Budweiser Beer • Nadinola • United Fruit 
Italian Swiss Colony Wine • SSS Tonic • 666 
Rem • Tastykake • Krey • Sulfur 8 
Snow's Clam Chowder • Tetley Tea 
Washington Flour • Camels • Artra 
Beechnut Baby Food • Booth's Beverages 
Boscul Coffee • Lipton 
Carnation Milk • Coca-Cola 
Blue Cross • Bell Telephone 
Strawbridge & Clothier 
John Wanamaker 
Pennsylvania Saving Fund Society 





Belmont Ave. and 




Edgley Rd.> Phila, 31, Pa 



National Representatives: 
John E. Pearson & Co. 
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Negro tv saturation in south is less than among whites 



i 



Percent ami 


n u mix r of tv 


households 


ill 1 2 states 








1 


1 NECKO 


WHITE 


TOTAL 




Stuff , 


* 


mi mber 
(000) 




number 
(000) 


ft 


number 
(000) 






ALABAMA 


44.9 


315 


58.9 


817 


54.2 


1,132 




ARKANSAS 


35.5 


107 


45.9 


433 


43.4 


540 




FLORIDA 


52.0 


225 


64.7 


1,391 


62.6 


1,616 




GEORGIA 


3 1 ./ 


393 


oy.u 


1,213 


Oi.O 


l,0Uo 




LOUISIANA 


51.2 


322 


66.0 


930 


61.4 


1,252 




MISSISSIPPI 


28.4 


199 


38.8 


282 


33.7 


481 




NORTH CAROLINA 


51.5 


385 


64.7 


1,432 


61.4 


1,817 




OKLAHOMA 


58.5 


57 


71.9 


1,057 


71.0 


1,114 


- 


SOUTH CAROLINA 


47.1 


275 


64.4 


607 


57.8 


882 




TENNESSEE 


53.9 


- 

205 


65.6 


1,351 


63.8 


1,556 


I 


TEXAS 


56.8 


394 


68.9 


3,765 


67.5 


4,159 




VIRGINIA 


54.2 


284 


69.3 


1,411 


66.2 


1,695 




TOTAL 


43.3 


3,161 


65.1 

■ ll'INII 


14,689 

f t: n in in . 


61.3 


17,850 

IUi II ' . I 





Twice[as many southern Negroes tune radio as tv during average day 



Negro adults with tv 



Males 
Females 



1 ,532,000 
1,629,000 



I// (lata on thi* page are based oa a 
^iad/iager & do. study tahea from August 
thiough July An updated survey 

nil! be released b\ the firra this faff. The 
figures in the bottom < harts are based on 
the same 12 states us the top chart. At 
the right the asterisk indicates that tv per 
eapita tuning ia basei on tv homes only 



i||Miii|;||;"it[ '[t|ii i 



KADIO 
INegro White 



Per capita tiate 
speat with air 
media daily I hours)* 

' i nit p i p " in • ii nnini ,. 



2:20 



2:12 



Nlt"!ii;i i 



I'i 'III 

TV 

Negro White 



Perceat of population 
over 12 who tuae 


) 

i 


60.3 


51.9 


32.4 


43.1 1 


at some time duriag day 


J 










Total time spent with 
air media duriag 


; 


64.6 


179.7 


40.6 


181.5 j 


average weed (millioa hours) 













2:44 



2 :39 



I 



Hi III li 



,i:' ' m i;, 



II " II 'II Hi II! '11.11 II H' HNli in W i 
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NO ET'S PLEASE ! 





J 




. . . of course we'll accept your ET's — but the way our men and women sell you're far better off sending us a 
fact sheet. At WHAT you are never lost in the shuffle— your commercial always gets "personalized sell" from 
every dynamic member of our team. Our job is to sell your product— not merely advertise it. 

That is our only purpose ... we accept the responsibility. Our potency for you in America's third largest 
negro market— 600,000— is further enhanced by . . . 

1. Average actual delivered cost-per-thousand listeners— less than 25c for typical ROS advertisers! 
C/P/M figures based on latest Pulse reports not projected beyond Pulse reporting area. 

2. Comprehensive "custom-designed" in-store merchandising plans. 

3. Total adult programming 24 hours a day. Let us go to work for you 

~ 1. BILL CURTIS 

6 to 10 AM & 5 to 7 PM 



0 0 00 
0 0 0 




PHILADELPHIA 31, PENNSYLVANIA 



2. LOUISE WILLIAMS— Gospel Train 
Sunday 6 AM to 12 Noon 

3. MARK HYMAN— News Analyst 
5 shows daily 

4. "BONNIE PRINCE" Charlie Geter 
Sunday 12 Noon to 6 PM 

5. EMORY SAUN0ERS 

9 PM to 1 AM 

6. PORTIA PERRY 

10 AM to 12 Noon & 8 to 9 PM 

7. LL0Y0 "FATMAN" SMITH 

12 Noon to 5 PM 

Call STARS NATIONAL INC, New York. Plaza 8-0555 • Chicago • Dallas * Cos Angeles • San Francisco 
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NEGRO STATION 

100% Negro-appeal 
programing 



PROGRAMING 



CITY 



CALL LETTERS 



MICHICAN 



Tampa 
Tampa 



U'TRR CITY 



CALL LETTERS 



MVP ln kster 



WLHB 



ALABAMA 



GEORGIA 



MISSISSIPPI 



CITY 



Birmingham 
Birmingham 
Montgomery . 
Tuscaloosa 



CALL LETTERS 

WENN 

WILD 
WRMA 
WRBS 



Atlanta 
Columbus 



FAOK Jackson 
WCLS 



If'OKJ 



MISSOURI 



ILLINOIS 



Chicago 



ff'BEE 



ARKANSAS 



Kansas City . 
St. Louis 

St. Louis . 



KPRS 
KA Tl 

KXLW 



KENTUCKY 



Little Rock 



KOKY 



Louisville 



WLOi 



NEW JERSEY 



CALIFORNIA 



Xewark 



Los Angeles ~ 
San Francisco 



KGFJ 
KSAN 



LOUISIANA 



Baton Rouge 
New Orleans 



FLORIDA 



WXOK NORTH CAROLINA 

U'YLD Durham ff'SRC 

Winston-Salem . WAAA 



Miami 

Miami Beach 
Pensacola 



WFEC MARYLAND 

WMBM Baltimore 
WBOP Baltimore .. . 



FS1D 

WEBB Cincinnati 



OHIO 



A cioss section of Negio radio stations, this list comprises those stations which an i c t SI'ONSOK's qucstl-onal e, sent to 750-okl cutlets listed in sPON'sOH's 1 »f"»T IHiyers* 
Guide and other sources, 



1000 WATTS 



CLEAR CHANNEL 
1580 KC 



ALL COLUMBUS, GEORGIA 

IS PROUD OF 




ONE OF THE NATION'S HIGHEST RATED NEGRO STATIONS WITH AN 
AVERAGE PULSE WEEKLY NEGRO AUDIENCE OF AN ASTOUNDING 





Yes, PULSE proves you'll get the audience, and you'll get 
exclusive all-Negro programming from the only 100% all- 
Negro programmed station in the area with all Negro an- 
nouncers! 

. . . and WCLS completely covers this highly valuable 
Columbus Negro market . . . the Nation's 9th heaviest 
major Negro concentration with an official 

35.4% NEGRO 
(Sponsor Publications, Sept. 1956) 




Find out for yourself why WCLS hos obtained such gre li a:ceotanc3 from both national ond locol odvertisers from; 

Southeast: Djra-Clayia.i Agency — Atlanta 
Notionol: Y/alker-Rawaft Company — New York, Chicago, Baston, los Angela, San Franc'sco 
*<Neg:o Pulse, 1957) 
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CITY 



PENNSYLVANIA 

CALL LETTERS 



50-99% Negro-appeal 
programing 



Philaddphia 
Philadelphia 



W'DAS 
WHAT 



ALABAMA 



SOUTH CAROLINA 



CITY 



( harlesttm 



If PAL Birmingham 



CALL LETTERS 



ff'EDR 



TENNESSEE 



CALIFORNIA 



( hattanottga 
Memphis 



S or folk 
Richrnon d 



ft'MFS 
WDIA 



Oakland 
Pasadena 



KIT' BR 
KALI 



VIRGINIA 



TRAP 



FLORIDA 



fTA\T Jacksonville 



wous 



LISTENER LOYALTY plus 
INTENSIVE COVERAGE equals 

SALES POWER 



In the section 
of South Carolina 
with heaviest 
Negro population 
only 2 stations 
can claim 
their loyalty! 




WPAL 

•Charleston 



In central South 
Corolina where Negro 
population is 46.5%, WOIC programs 
exclusively to the 384,973 Negroes. 
In the coostal area where the percentage is 56.5, 
WPAL broodcosts the music and features best liked 
by their 414,314 Negra listeners. 

Proof af listener layalty can be found in any survey of this 
area . . . WOIC and WPAL consistently get high rotings. 
For full soles power in this vast morket you need the 
2 Negro stotions, WOIC ond WPAL. Buy both get 5% discount. 



WOIC 

Columbia, S. C. 
1470 KC 5000 W 




GOLDEN HORN STATIONS 



SPEIDEL-FISHER 

BROADCASTING CORPORATION 



WPAL 

Charleston, S. G 
730 KC 1000 W 



Nationol Representative: Walker Representation Co., Inc. 
Southeastern Representative: Dora-Clayton Agency 



CEORCIA 



CITY 

Augusta 

Dawson 

Macon 



CALL LETTERS 

. WAVG 

rou'D 

WIBB 



ILLINOIS 



Chicago 



WGES 



MICHIGAN 



Detroit 



H'JLB 



MISSISSIPPI 



Columbus 
Meridian 



WACR 
WQIC 



NEW JERSEY 



Xewark 



WUBI 



NEW YORK 



\ew York 
\ew York 



IT LIB 
WOV 



NORTH CAROLINA 

Charlotte . WGIV 



OHIO 



Cleveland 



WJMO 



PENNSYLVANIA | 

Pittsburgh WA MO 

SOUTH CAROLINA 

Columbia . . WOIC 

Greer . - .... WEAB 



TEXAS 



Tyler 



KDOh 



Less than 50% 
Negro-appeal 
programing 



ALABAMA 



CITY 

Auburn 
Decatur 



CALL LETTER 

PAVi 



26 
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14 Years Negro 
Programming 

Has Meant Continuous 
Schedules From These 
Leading Advertisers: 




CITY 

Decatur . . 
Dothan . 
Florence . 
Greenville . 

M arion 

Sylacauga .. .. 

ARKANSAS 

Helena .... 

Hot Springs 

Magnolia _ 

CALIFORNIA 

Burbank . 

Los Angeles 

San Rafael .... 

DELAWARE 

Wilmington 

FLORIDA 

Fort Pierce 

Jacksonville ... 

Sanjord 

GEORGIA 

Americus . 

Baxley 

Fitzgerald 

Fort Valley 

Gainesville 

Griffin 

Hawkinsville 

La Grange 

La Grange 

Madison 

V aldosta 

W aycross 

ILLINOIS 

Chicago 

Chicago _ 

Chicago 

INDIANA 

Gary 

Gary 

Hammond 
Indianapolis 

IOWA 

Des Moines 



CALL LETTERS 

- WMSL 

WOOF 

WOWL 

WGYV 

.... WJAM 
WMLS 



KFFA 
KBLO 
KVMA 



KBLA 
KPOP 
KTIM 



WILM 



WIRA 
.. WRHC 
... WTRR 



WDEC 
WHAB 
WBHB 
WFPM 
WDVN 
WUE 
WCEII 
WLAG 
WTRP 
WYTII 
WGOV 
WACL 



WAAF 
WOP A 
WSBC 



WGRY 
WWCA 
WJOB 
WGEE 



KWDM 



CITY 

Hopkinsville 
Pineville 



KENTUCKY 

CALL LETTERS 



LOUISIANA 



Bogalusa . 
Ferriday .. 
Monroe .... 
Natchitoches 
New Orleans 
Ruston 



MARYLAND 



Baltimore 
Bethesda . 



MICHIGAN 



Flint 

Flint .... 
Saginaw . 



MISSISSIPPI 



Clarksdale . 

Corinth 

Greenville .... 

Grenada 

Ilazlehurst ... 

Houston 

Oxford 

Philadelphia 

Picayune 

Starkville ..... 
West Point 



NEW YORK 



New York 



WKOA 
WMLF 



WIKC 
KENV 
. KLIC 
KNOC 
.WBOK 
KRUS 



WITH 
WVST 



WBBC 
WMRP 
WSG W 



WROX 
WCMA 
WGVM 
WNAG 
WMDC 

WCPC 
WSVII 
WHOC 
WRJW 

WSSO 
WROB 



MISSOURI 

St. Louis KSTL 

NEW MEXICO 

Hobbs - KWEW 



WWRL 



NORTH CAROLINA 

Burlington 

Dunn 

Fayetteville 

Goldsboro 

Henderson 

High Point 

Kinston _ 

Kinston . 

Laurinburg 



WBBB 
WCKB 
WFAl 
WFMC 
WHVH 
WHPE 
WELS 
..WFTC 
WE WD 
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Quality Stores 
12 Years 



Epp's Jewelry 
12 Years 



National 
Clothing 
10 Years 



Jefferson Home 
Furniture 
7 Years 



New York 
Clothing Co. 
10 Years 



Birmingham 



Hill Grocery 
7 Years 




NEGRO PROGRAMMING 
HAS MEANT 

1st [ Morning 
Place) Noon 

) Night 

1st J Pulse 1957 & 1958 
IN RESULTS, TOO! 



(That's why national business has 
increased over 400% in the last 
three years.) 

F0NE F0RJ0E 



2' 



HUNTER 
HANCOCK 

THE 
NEGRO 
LISTENING 
HABIT 
IN 

SOUTHERN 
CALIFORNIA 

No. 1 



RATING 



* 



FOR 



6 

YEARS 




1020 KC 
THE POPULAR STATION 

5,000 w. 

LOS ANGELES 
BROADCAST TIME SALES 

N.Y. — Chicago — Detroit — 
San Francisco 

DORA-CLAYTON 

Atlanta 

*PULSE 



CITY 

Leak st ill e 
Sew Bern 
Raleigh 

Southern Pines 
Tyron 
Wilson 
U "ilson 



CALL LETTERS 

WLOE 
WHIT 
WRAL 
WEEB 

wtyw 

WGTM 
WVOT 



OHIO 



Columbus 
Dayton 
Springfield 
Toledo 



OKLAHOMA 



Muskogee 
Okmulgee 



PENNSYLVANIA 



Johnstown 
McKeesport 



SOUTH CAROLINA 



Columbia 
Greenville 
Mullins 
Orongeburg 
Rock Hill 
Union . 



TENNESSEE 



Clorksville 
(Columbia 



TEXAS 



Austin 

Beaumont 

Con roe 

Lubbock 

Morshall 

Midland 

Nacogdoches 

Pasodena-ll ouston 

Texorkano . . 



VIRGINIA 



Danville . 
Harrisonburg 
Petersburg 
Roanoke 



Seattle 



WASHINGTON 



WEST VIRGINIA 



WVKO 
WAV I 
WIZE 

WTOD 



KMUS 
KHBG 



WARD 
WUCK 



WCOS 
WESC 
WJA V 
WTNI) 
WTYC 
WBCi 



WJZM 
if KRM 



KVET 
KRIC 

K MCO 
KSEL 

KUUT 
KJBC 
KSFA 
KLVL 
RTFS 



WDVA 
WSVA 

pssr 

WROV 



KTVV 



Welch 



WELC 



Hitch Your 



SALES 



to the 




STAR 
GROUP 



and make your 
own success story in these 



markets!! 

BOP 



980 KC 



* 

w _ 

500 WATTS 
(1,000 watt application pending) 

PENSACOLA, FLORIDA 

The only All-Negro Programmed Station 
Covering the Rich $347 Million Northwest 
Florida Market! 

Phone HEmlock 8-7543 

BRUCE GRESHAM, Mgr. 



* 

w 



RBS 



* 



790 KC 



500 WATTS 
TUSCALOOSA, ALABAMA 

Phone PLaza 2-4581 

JAY GILBERT, Manager 

Subject to FCC approval 



FIRST — 

Central Savannah River 
Area — Negro Program- 
ming — Successfully Past 
6 Years. 

QJVLV Station — CJ.R.A. 
with 2 Full Time Negro 
Personalities. 

$398,706,000 Negro Retail 
Sales. 123,088 Negro Homes. 

(Source — SRDS consumer service 1958 
— Retma 1958 Fistc Univ. Research cen- 
ter 1958) 

CONTACT OUR 
REPRESENTATIVES FOR 
COMPLETE INFORMATION 




1000 on 1050 9000 on 105.7 

Main Studios — Bon Air Hotel 

Augusta, Ga. 

Rambeau, Vance, Hoppfe Inc. 
New York City, Nit'l Rep. 

Clarke Brown Co. Inc. 
Atlanta, Ga., Southern Rep. 
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What product brands 

are preferred by 




Brand leaders in 31 different product categories as reported for Negro families in five 

major metropolitan areas (see text at bottom of chart) 



Illllllllllllllllllllllllllilllli 



Product 


New York 


Chicago 


St. Louie 


rNorloIk 


Indianapolis 


Aspirin 


Bayer 


Bayer 


Anacin/Bufferin 


Bayer 


Bufferin 


Beer 


Ballantine 


Budweiser 


Stag 


Budweiser 


Wiedemann's 


Breakfast food (cold) 


Kellogg's 
Corn Flakes 


Kellogg's 
Corn Flakes 


Kellogg's 
Corn Flakes 


Kellogg's 
Corn Flakes 


Kellogg's 
Corn Flakes 


Breakfast food (cooked) 


Quaker hominy grits 


Quaker Oats 


Quaker Oats 


Mother's Oats 


Quaker Oats 


Cigarettes — men 


Camels 


Pall Mall 


Pall Mall 


Camels 


Camels/Pall Mall 


Cigarettes — women 


Viceroy/Winston 


Viceroy 


Pall Mall 


Viceroy 


Pall Mall 


Instant coffee 


Maxwell House 


Maxwell House 


Maxwell House 


Maxwell House 


Maxwell House 


Coffee — regular 


Maxwell House 


Maxwell House 


Old Judge 


Maxwell House 


Maxwell House 


Deodorant — household 


Air-Wick 


Air-Wick 


Air-Wick 


Air-Wick 


Air-Wick 


Deodora nt — u ndera rm 


Arrid 


Arrid 


Avon 


Mum 


Avon 


Dog food — prepared 


Ken-L-Ration 


Rival 


Strongheart 


Ken-L-Ration 


Rival 


Hair preparations 


Apex 


Hair Rep 


Hair Rep 


Royal Crown 


Vaseline 


Hand lotion 


Avon 


Avon 


Jergen's 


Jergen's 


Jergen's 


Lipstick 


Avon 


Avon 


Avon 


Avon 


Avon 


Mixes — prepared cake 


Pillsbury 


Pillsbury 


Betty Crocker 


Pillsbury 


Pillshury 


Orange juice — fresh frozen 


Minute Maid 


Snow Crop 


Snow Crop 


Minute Maid 


Birds Eye 


Peanut butter 


Skippy 


Skippy 


Skippy 


Skippy 


Peter Pan 


Remedies — cold relief 


4-Way cold tablets 


Bromo Quinine & 
4-Way cold tab. 


4-Way 


4-Way 


4-Way 


Scouring cleanser 


Ajax 


Ajax 


Ajax 


Ajax 


Ajax 


shampoos — liquid 


Coconut Oil 


Coconut Oil 


Coconut Oil 


Avon 


Halo 


Shortening 


Crisco 


Crisco 


Crisco 


Crisco 


• 

Crisco 


Soap — laundry 


Tide 


Tide 


Tide 


Fab 


Tide 


Soap — toilet 


Ivory 


Ivory 


Ivory 


Ivory 


Dove 


Soft drinks** 


Coca Cola 


Pepsi Cola 


Coca Cola 


Coca Cola 


Coca Cola 


Tea 


Lipton 


Lipton 


Lipton 


Lipton 


Lipton 


Tissue — facial, cleansing 


Kleenex 


Kleenex 


Kleenex 


Kleenex 


Kleenex 


Tonics and proprietaries 


Black Draught 


Scotts' Emulsion 


Black Draught 


Black Draught 


Father John's 


Tooth paste 


Colgate 


Colgate 


Colgate 


Colgate 


Colgate 


Vegetables, fruits — fresh frozen 


Birds Eye 


Birds Eye 


Birds Eye 


Birds Eye 


Birds Eye 


W ax — liquid 


Beacon 


Johnson's 


Johnson's 


Aerowax 


Johnson's 


Wine 


Manischewitz 


Mogen David 


Mogen David 


Manischewitz 


Mogen David 



"/ denotes tie between two products. 
•tHftft drinks iistwl according to the number of 



first mentions 



attMllilMjlllllllM 

Rollins Broadcasting, Inc., Wilmington, Del., has prepared "A New Market,*' a booklet summarizing the buying habits of Negro consumers 
surveyed in the group's five major markets where it operates Negro-appeal radio stations. Rollins estimates Negroes in these areas total almost 
three and one-half million with an annual estimated buying power of more than $^ billion. 
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WC H B 

> Kstahlished ISi.V.i 

Independent Negro 

1MI Bro.nliasniiE Company, 327S»0 Henry RufI Rd. 
liik-K-r. Mli h Cre.-twood S-H40. 

PERSONNEL 

1'rtM.U-nt— Dr. Haley Hell. 
Viu-I'rf*. & See'}— Dr. Wendell ¥. Cox. 
<»rm-ml MjnaKcr — Frank M. Se>inonr 
rrocfjin Director— Uoorcc E. White. 

REPRESENTATIVES 

Kol» Dure A>>oclites. 
lh(ra-Cldviuii Ai;eiu-y (South) 

FACILITIES 

I. "(HI 1440 kt\ days. Dirccllonal. 

Optrdiinn Mhedulc: <i :0<) a.m. to locil sunset. EST 

Tran>mitu*r: Jnksler. Mich. 

AGENCY CDMMISSIDN 

1,V, on nei time onl> ; no ta>h 
able ttht-i) rendered. Talent md 
separately. Short rate billing 
earned. 

GENERAL 

Adepts AAAA copyrighted contract. 
Ilate> inrlude music copyright fees. 
HM1, ASCAI' and SKSAC licenses. 

TIME RATES 

Hates effective August 10, 1958. 
Itaics rectived August 4. 1958. 



discount. Bills pay- 
remote charges billed 
if frequency is not 







1 hr 


1 ft hr. 


1 /i hr. 


5 min. 


1 min. 


1 


time 


200.00 


120.00 


80, 00 


40.00 


20.00 


13 


times 


i:i2.50 


115.50 


77.00 


38.50 


19.00 


1'6 


time 


lS'y 00 


111.00 


74.00 


37.00 


18.00 




Mm*-- 


177.50 


106.50 


71.00 


35.50 


17.00 


104 


time* 


170.00 


102.00 


68.00 


34.00 


16.00 


i:>6 


times 


162..">fl 


97.50 


65.00 


32.50 


15.00 


1'60 


times 


155. 00 


'13.00 


62.00 


31.00 


14.00 


312 


times 


147.50 


8H.50 


59. 00 


29.50 


13.00 


520 


t)mc> 








27.00 


J2.00 



ANNOI NCK.MKNT PACKAGES 
.Minimum 4-week contract 



■> 
10 
15 
20 



one 
one 



Per week 
. $ 65.00 
. 110.00 
150.00 
180.00 
rates, not 



one*minute announcements . 
one-ntlnutc announcements 
minute announcements . . 
in i nut i' announcements 
Package announcements are flat weekly 
(oinhlnahle with other announcement schedules to earn 
additional discounts. 

SPECIAL FEATURES 

Entire schedule programmed to Negro market. 

News Senne — AV and a full-time local Negro news 

department. 

Time Signals and Weather Reports — rates on request. 
i'opy must he suhmitted A* hours in adrancc. 
Library Service— Thesaurus. 



Ik 




*6 a.m. to 5 p.m. 
Dccemher, 1957 

You can't cloim 
to cover Detroit 
unlen you reach 
iti blue ribbon 
Negro market. 
One of every 
four Detroit 
families it Ne- 
gro, with an 
oggregote on- 
nuol income of 
$700,000,000.00! 



1000 
WATTS 



WCHB 

National Rcpre$entatlTCs 
Bob Dore Auociatei 
Dora-Cloyton 



1440 
KC 



NATIONAL ADVERTISERS 

These are the leading national advertisers buying Negro appeal 
radio, according to questionnaires received from stations listed 
in the Negro station profile section of this issue. 

Stations were asked to list their 10 top national advertisers in 
terms of dollar hilling. Names are grouped alphabetically 
below, except that, for each letter, the advertisers are listed 
according to the number of times they were mentioned. 

Among the top names are Budweiser, B C Headache Remedy, 
Carnation, Coca-Cola, Camel, Lucky Strike, Pet, Sulfur-S, Wrig- 
levs, SSS Tonic, Sinclair Refining, Wonder Bread, Vaseline 



Artra Skin Cream, 6 
American Tobacco Company, S 
Amoriean Snuff, 3 
Aunt Jemima, 3 
Amoriean Molasses, 2 
Arrid. 2 

A A P Supermarket Brands, I 
American Ace Tea t Coffee, I 
Anheusjr Blsch, I 
Armour Star Lard, I 
Asklns, I 

Associated Sepian, 1 



B 



BJdw Iser Beer, 15 

B C Headache Remedy, 14 

Black Draught, 10 

Black Sl White Dintment, 3 

Bruno Quinine, 3 

Blistosol, 2 

Borden's, 2 

Brer Rabbit, 2 

Brutcn's Snuff, 2 

Berjon, I 

Best Foods, I 

Black Label, I 

Blatz Beer, I 

Blue Ribbon, I 

Breast o T Chicken, I 

Bris el Myers, I 

Brown Haley Candy, I 

Bi'ick Automobile, I 

Burger 4, Sterling Beer, I 

Burgermeister Beer, I 



Carnation Milk, 20 
Camel Cigarettes, 10 
Coca-Cola, 9 
Cardvl Tonie. 4 
Carling Ale, 4 
Crcomulsion, 3 

Chosebrough Mfg. Company, 2 

Chcsebrojgh'Ponds, 2 

C. V. Beer, I 

Canada Dry Ginger Ale, 1 

Cameo Stareh, I 

Carolina Rice, I 

Cham pale, I 

Chevrolet, I 

Chicago 7-Up Bottling Company, I 
Clabber Girl Baking Powder, I 
Ciwox, I 

Coleman's Heaters, I 
CMgate-PalmoUve I 
Columbia Pietures, I 
Continental Baking Company, I 
Cock Chemical Company, I 
Copoland Real Kill, I 
Cudahy Packing Company, I 
Curtis Candy, i 



Dixie Peaeh, 3 
Dads Root Beer, I 
D-Con-Cordcn, I 
DeKalb Chicks, I 
Dental Snuff, I 



Esso Flint, I 
Esso Refining. 
Ex Lax, ' 



Falstaff Beer, 5 
Falls City Beer, 2 
Feenamirrt, I 
Flit, I 

Folgers Coffee, I 
Ford, | 
Frlgidaire, I 
Full o' Pep Feed, 



Gallo Wines, 2 
Goodyear Tire Company, 2 
Gibson Wins, I 
Glister Flour, I 
Grandma's Molasses, I 
Gulf Oil, I 
Gully Gasoline, I 
Gunther Beer, i 



H 

Hit Parade, 2 
Hon y Bee Snuff, 4 
Hot Shot, 2 
Hamm's Beer, I 
Helme, George Company, 
Hermel, George A., I 
Hoyt Sullivan, I 
Hunter Fans, I 



I 



Italian Swiss Colony Wine, 3 
Interstate Bakeries, I 



Jet Dog Food, I 

Jon % Pure Pork Sausage, I 



K 

Krey Packing Company, 2 
Karls Shoos, I 
Kent Cigarettes, I 
Kool-Ald. I 
Kroger Company, I 



Lucky Strike Cigarettes, 10 

L oitg- Aid, 9 

lydta Pinkham, 4 

Llgo tt & Myers, 2 

Luzianne Coffee, 2 

Lever Bros., I 

Llpton Tea, I 

Lucky Tiger Hair Oil, I 



M 

Maxwell House Coffee, 3 
Manischowitz Wine, 2 
Miller's High Life Beer, 
Maderi Wiite, I 
Maujhoster Shoes, I 
Mayer, Dscar Company, I 
Merck &. Company, I 
Mohawk Rubber, I 
Mum Deodorant, I 
Mundo, I 
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N 

Ntdlnola. 4 
Neseafo. I 
Newport Cigarettes. 
Norge Applianees, 1 



Ortel's Brewing, I 



Pet Milk, 20 

Pepsi- Cola, 7 

Pabst Brewing Company, I 

Pall Mall. I 

Palmer's Skin Suceess. I 

Parker House Sausage Company, I 

Pepti Con. I 

Petri Win*, I 

Pharmaeo. Inc.. I 

Phileo Appliances. I 

Pierce's Remedies. I 

Pcmada. I 

Portiac-Cadillac, I 

Prep Honey Bee Snuff, I 

Prince Albert, I 

Purina, I 



Quaker Oats, I 



R. C. Hair Dressing. 1 1 
Reynolds. R. J., 8 
R. C. Cola. 3 
Rhoingold Beer, 2 
Rem. 2 
Rinso Blue. 2 
Ruskin. John Cigars. 2 
Resinol. I 

Robin Hood flour. I 
Roma Wines, I 
Ronco Spaghetti. I 
Royal Jelly, I 



Sulfur- 8. 14 

S S S Tonic. 10 

Sinclair Refining Company, 8 

Schlltz Beer, 7 

666 Cough Syrup. 4 

Stanback Headache Remedy, 4 

Scott's Emulsion, 3 

Sealtest. 2 

Seven-Up. 2 

666 Cold Tablets. 2 

Schaeffer Beer, I 

Scaly Mattress. I 

Self Rising Flour. I 

Sepian Products. I 

Sliver Satin Wine, I 

Soltice, I 

Southern Bread. I 

Stag Beer, I 

Stay Glow, I 

Stein's, i 

Strickland, J., | 

Stroh's Beer, I 

Sunoco. I 

Super Suds. I 

Swamp Root, I 



T«be Rose Snuff, M 
Texaco. 6 
Tfctley Tea, 2 
Thorn McAb Shoe*. 2 
Thunderbird Wine. I 
Tip Top Bread, I 
Tony Aid, I 



U 



United Fruit. I 



Valesltn* Hair Tonic, 6 
Viceroy. | 
Vitalis, i 



W 

Wrigley s Gum, 19 
Wonder Bread, 8 
Winston Cigarettes. 2 
Warner Bros. Pictures, I 
Whirlpool Appliances, I 



STILL 
THE 
CHAMP 



i 

J 



3m 





IN BALTIMORE ... LET PRO STAR 

BUDDY YOUNG 

"GARRY THE BALL" FOR YOU 



Collegiate gridiron standout . . . 
triple-threat scatback in the pro 
ranks . and now, one of Baltimore's 
most popular "chatters" and platter 
spinners— that's Buddy Young! His 
lively commentary on the world at 
large . . . and his astute appraisal of 
things musical have won for him 
(and his sponsors) a host of loyal 
listeners! On or off the football 
field, Buddy Young is a real champ! 

EXCLUSIVE WITH WEBB • BALTIMORE'S 
NO. 1 NEGRO PROGAMMED STATION! 

See 1957 issue of Negro Pulse 





ASK STARS-NATIONAL FOR FACTS! 



L 



BUDDY'S RACKING UP 
SALES FOR THESE 
AND OTHER STEADY 
WEBB SPONSORS! 

• Ballantine Beer 

• Good Year 

• Lotto Cola 

• Carting's Beer 

• Sinclair 
ey's 



...AND, HE 
CAN DO THE 
SAME FOR YOU! 
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SUNNY 
JIM" J 
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PORKY 
CHEDWICK 





GEORGE W 

f , Pins 



ALEXANDER 
MARTIN 

"Sweet Chariot" 





t> WALT JONES 

^ MERCHANDISING 
DEPT. MANAGER 




WAMO 

PITTSBURGH 860 KC 
FOR JOE — NAT'L. REP. 




NEGRO MARKET 

\Confd from page 5) 

number of these, the Negro is arriving 
at the rate of more than 1.000 per 
month. The figure for Chicago alone 
is estimated at 2.000 per month. 

j V X e w s w ee k m ag az i n e s u r vey 1 ate 
la>t Near of eight northern cities (in- 
cluding Baltimore and Washington \ 
put the total Negro populaton there at 
3.7 million and estimated that hy 1967 
the figure will be 5 million. Even as- 
suming the Xegro population will con- 
tinue its present rate of rise, this would 
mean that fully 23 r /i of all Negroes 
would he found in these eight cities. 

Last year's special census for \ew 
York City counted 948.000 within the 
city limits, more than double the 1940 
figure. WOV, New York, estimates that 
25 r i of the Xegro population in the 
Xew York metropolitan area live out- 
side Xew York City and the adjacent 
Xew Jersey metropolis' of Xewark and 
Jersey City. The station puts the metro 
Xegro population at about 1.5 million. 

The Newsweek studv found hig in- 
creases in the other seven cities, too. 
During the 1940-57 period, Chicago's 
Xegro population went up from 277 to 
633 thousand, Los Angeles from 63 to 
254 thousand (with an estimated 800 
thousand hy 1967). Philadelphia from 
250 to 462 thousand. Detroit from 149 
to 475 thousand. Baltimore from 165 
to 280 thousand, Washington from 182 
to 375 thousand and St. Louis from 
108 to 225 thousand. 

In moving into his new urban home, 
the Xegro tends to congregate with his 
own kind for reasons that are too 
obvious to need spelling out. The result 
is that most Xegroes can he found in 
racial pockets in the central city zone. 
Despite his growing wealth, the Xegro 
has not been welcomed in the suburbs. 
Christian points out that of all the 
new homes built between 1935 and 
1950 only l'< have heen purchased hy 
Xegroes. 

There are straws in the wind, how- 
ever, indicating this is beginning to 
change. Speaking of a Negro area that 
has become almost a byword in the 
language. WOV says in a market pres- 



entation : 



With 



economic status. 



rapidly improving 
.'eg rocs are moving 
out of Harlem . . . (which) has shown 
no percept ihle (population) increase 
in the last five years, new Negro resi- 
dents from the south keeping pace with 
the exodus. Today the upper economic 
groups are found in Westchester, St. 



Albany (Queens! and upper Washing- 
ton Heights. Xew housing projects 
have mushroomed in Hempstead. Free- 
port. Wyandanch and Amityville in 
Isuburhan) Xassau and Suffolk coun- 
ties. 

KWBR, Oakland, speaking of the 
San Francisco area, says, "This market 
differs from many in the east. Popu- 
lation areas extend from Vallejo to the 
north, to San Jose in the south, Oak- 
land, east and San Francisco, west. It 
is not concentrated in one area within 
a city, hut it numbers over thirteen 
areas and seven San Francisco Bav 
counties." 

Another factor of marketing impor- 
tance is the increasing educational op- 
portunities of the Negro. The differ- 
ence hetween the younger and older 
generations in educational attainments 
is strikingh delineated in 1952 Census 
Bureau figures. These showed that, 
while a third of Xegroes 65 and over 
were illiterate, the figure for those in 
the 14-24 age group was less than 4%. 
A startling fact pointed out hy Fortune 
is that there are more college-educated 
Xegroes in the U. S. than there are 
Britons in the L T nited Kingdom. And 
this despite the fact that there are three i 
times as many r Britons. A recent com- 
parison of white and non-white fami- 
lies disclosed that, while there were no 
adults with some college education in 
86% of non-white families, the cor- 
responding figure for white families; — 
72.8 — was not much less. 

Xegro enrollment in colleges is in- 
creasing six times as fast as white and 
the number of Xegro students in col- 
lege was up from 27,000 in 1930 to 
nearly 200,000 last year. The Xegro 
is joining in the general trend toward, 
more schooling among all Americans. 
Between 1940 and 1957 the median 
years of schooling for non-whites in- 
creased two years, only slightly les* 
than for whites. 

On the other hand, there are still 
many Xegroes who do not have thr 
minimum amount of schooling re- 
quired to take advantage of the increas 
ing economic opportunities being of 
fered. One of two Xegroes over 25 ha* 
had less than eight years of schooling 
compared to one out of five whites 
Only about 18% of the Xegroes hav* 
completed four years of high schoo 
and less than 3 r /t have finished fou 
years of college. 

The changing picture of Negri 
schooling will inevitably result in taste 
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for new or different kinds of products. 
But the important thing is that the 
Negro is a market for most types of 
products right now. 

With the Negro able to afford more, 
the inevitable question about his credit 
standing has come up. There are some 
obvious facts right on the surface to 
dispel any rash generalizations that the 
Negro is a poor risk. Take the pur- 
chase of houses and automobiles, which 
involve the greatest outlays of credit. 
About half of all Negroes own autos 
(three out of four white families do I 
and about one out of three own their 
own home (about six out of 10 white 
families do) . In some areas, home 
ownership is substantially higher. Ne- 
gro consultant Les Bailey estimates that 
45 r r of Negro families in the growing 
Los A ngeles a r ea a re home own er s . 
Furthermore, Negro home ownership is 
increasing at a much faster rate than 
whites. It has become clear, therefore, 
that Negro credit is no problem where 
the Negro has the money . 

The answer to questions on Negro 
credit can be summed up by a state- 

• ment made by William Vogt, commer- 
cial manager of WDAS, Philadelphia, 
following a station study of the sub- 

' ject. He said: "The Negro is no better 
and no worse a credit risk than anyone 
else in his income bracket." 

While credit men are a reticent crew, 
1 the station managed to elicit a few on- 
the-record comments in surveying the 
field. One was from Charles Dicken, 
| secretary of the Philadelphia Charge- 
■A-Plate Assn. Dicken declared: "W 7 e 
| keep no record of race, but after some 
hears as a credit official, I believe I can 
say positively that the Negro is as good 
a credit risk as his income allows him 
to be. In analyzing any credit figures, 
you must first divide them into income 
groups. Having done this, I am certain 
you will find that, say, in the $6,000-a- 
year group the Negro is exactly as 
good or bad a credit risk as his white 
'counterpart. This ratio will be main- 
tained up and down the income ladder."' 
I Naturally, in dealing with low in- 
come groups, credit must be advanced 
with care. The owner of a small fur- 
niture store servicing one of Philadel- 
phia's _ Negro areas told WDAS he 
javoids too many delinquent accounts 
'by scaling payments according to in- 
j come. 

"Instead of monthly payments of 
$15," he said, "I must charge $10 or 
even #8. In some cases it is more suc- 



cessful to require weekly payments 
since in lower income brackets it is 
easier to spare $1 or a $1.50 a week 
than it is to put together $P> or S10 at 
the end of the month. I have no more 
delinquent accounts than colleagues of 
mine doing business in totally white 
areas." 

As the attention to the Negro market 
increases, so does the demand for Ne- 
gro market data. So far, the supply is 
far below the demand. 

Joseph Wootton, a Negro station rep, 
explains one reason for the paucity of 
material. "Many research studies of a 
broad nature include a small Negro 
sample but it is too small to break out 
separately. Sure, there's a demand for 
information that covers just the Negro 
market but there are not enough people 
willing to spend the money for it." 

Clarence Holte, who heads up Aegro 
marketing at BBDO (the only white 
agency that has a Negro marketing 
department) reports that the scarcity 
of material is particularly obvious on 
the national le\el. "There's quite a bit 
of material on individual Negro mar- 
kets, however," he said. 

Most of the basic material used today- 
is based on the 1950 census and some 



sample survev s taken by the Census 
Bureau since then. There's actually 
more data around than is being used 
but considerable digging is required 
and many agencies don't ha\e the man- 
power to do the job. 

Because of the scarcity of basic 
data, agencies scan Negro market esti- 
mates with a wary eye. Negro station 
are emerging from the blue-sky era as 
growing business has given them the 
funds to do more research. Growing 
sophistication and the aid of agency- 
wise reps has also helped improve the 
calibre of material. 

Print media have contributed to the 
pool of information also. These include 
not only Negro-appeal periodicals but 
those in areas with a high proportion 
of Negroes. WDIA, Memphis, for ex- 
ample, uses material from a panel 
study done by the Memphis Commer- 
cial Appeal-Press Scimitar. This pro- 
vides data on the volume of grocery 
commodities purchased by both Ne- 
groes and whites and discloses what 
kinds of products are heavily or lightl\ 
purchased by Negroes. 

The following products, according 
to the survey, enjoy heav) purchases 
by Negroes : household ammonia, rc- 
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5000 

NEW 




WATTS 

YORK 



Speaks 
the language 
of 2,455,000 
NEGRO 
& PUERTO RICAN 
New Yorkers 



Buy the station that has the ear 
of New York's ever increasing 
Negro and Puerto Rican market. 
41% increase in Negro popula- 
tion gives your client untold sales 
potential. 

You're on the beam with WWRL 
. . . New York's NUMBER 1 
NEGRO and SPANISH STA- 
TION. 



WWRL 



on the air 24 hours daily 



DE 5-1600 
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Established in 1924 

There are only 1 0 cities in the 
United States with a total 
population greater than the 
Negro population of Chicago- 
land. 

The Negro population 
of Chicagoland area is 
now more than 850,000. 

The buying power of 
this responsive segment 
is more than 2 A billion 
dollars. 

WGES is the only full time 
5000-watt Chicago station de- 
voting a major portion of its time 
to broadcasts directed to the Ne- 
gro Market. 

It takes WGES to reach 
the Chicagoland Negro 
Market! 

The Negro personalities who 
broadcast your advertising mes- 
sage are experienced air sales- 
men. 

Richard Stamz 
6:00 AM ta 7:00 AM 
12:00 Naan ta 1:00 PM 
Monday thru Saturday 

Stan Ricardo 

9:00 AM to 12:00 Naan 
Manday thru Saturday 

Norm Spaulding 

2:00 PM to 3:00 PM 
Monday thru Saturday 

Al Benson 

3:00 PM ta 6:00 PM 
Manday thru Saturday 

Sam Evans 

9:30 PM ta 11:00 PM 

Manday thru Saturday 

Eddie Plicque 

1 1:00 PM ta 12:00 Midnight 

Manday thru Saturday 

Sid McCoy 

1 2:00 Midnight ta 1 :00 AM 
Manday thru Saturday 



WG 




5000 Watts 
2708 W. Washington Blvd. 
Chicago 12, Illinois 



frigerated biscuits, bleaches, cooked 
cereals, canned tuna, all-purpose flour, 
lard, canned and powdered milk and 
cream, packaged rice, salad dressing, 
.salt, spaghetti and macaroni, laundry 
bar soap, and toilet bar soap. 

A widely-used study on Negro ex- 
penditures is one done by the Univer- 
sity of Pennsylvania two years ago and 
based on 1950 census material. This 
breaks down the proportion of Negro 
and white income spent in 14 cate- 
gories. A number of stations, such as 
k\0K. Dallas-Fort Worth, use these 
figures, in the ahsence of other evi- 
dence, to hreak down local sales among 
Negroes in their areas. 

The U. of P. study provided an 
illuminating picture of the differences 
hetween Negro and white spending pat- 
terns. For the most part, differences 
were not great. Probahly the most 
interesting difference, because of many 
misconceptions regarding the Negro, 
was that regarding auto expenses. 

The study showed that while white 
families spent 12% of their after-tax 
income on auto expenses, Negroes 
spent 7%. Negroes spent a greater 
proportion of their income (hut not a 
much greater proportion )on food, 
clothing, alcoholic beverages and to- 
bacco, ahout the same share on housing 
and household operation and utilities, 
less for recreation and medical care. 

The auto figures from the U. of P. 
study are in line with other material 
cited hv Holte indicating that, though 
Negroes make up \0 r c of the popula- 
tion, they spend between 6 and 1% of 
total money for new and used cars. 

A consumer spending survey by 
KATZ, covering the St. Louis area, dis- 
closed that Negro families concentrate 
their auto purchases on the three low- 
priced cars and roughly in proportion 
to I". S. sales. A considerable number 
purchased Buicks hut only a few had 
Cadillacs, an unexpected preference 
for those not familiar with the Negro 
market but one confirmed by other 
authorities. 

Some figures on appliance ownership 
in Birmingham come from WJLD. 
These disclosed that 96 r r of Negroes 
own refrigerators at present, compared 
with flO'J in 1953. Ownership of gas 
or electric cooking ranges rose from 
55 9f in 1953 to 76 r/ < in 1957. As for 
washing machines, the percent of Ne- 
gro families owning thein rose from 
15 in 1948 to 76% in 1957. All in all. 
the \eirro is not doing hadly. 



NEGRO ADVERTISERS 

[Cont'd from page 6) 

caught on and use the medium to hold 
on to and expand their share of Negro 
consumption. Certain wine and beer 
brands are examples. Still others, such 
as soap and cigarette makers, use about 
every retail outlet they can and thus 
cannot overlook such important market 
segments as the Negro or foreign- 
language consumer. 

Soaps also offer an example of how 
Negroes can he used to expand distri- 
bution in white households. Negro 
domestic help sometime wield an iron, 
if paternal, hand in white households 
and determine the brand of such house- 
hold products as soap, cleansers, waxes 
and certain types of foods. Often the 
only w ay to reach these colored women, 
particularly in the South, is through 
radio. 

Clearly apparent now to most adver- 
tisers is the fact that Negroes are 
quality conscious. This is partly a re- 
sult of their growing prosperity and 
the imitative shopping habits that con- 
sciously or unconsciously go along 
with a rise in status. Another factor 
cited by those wise in the ways of 
Negro psychology is the fear among 
Negroes of being cheated. They are 
willing to pay a little more if they feel 
they are buying a reliable product. 

Ironically, this fear is being ex- 
ploited by some manufacturers who 
sell identical products for the white 
and Negro market under differenl 
brand names but put a higher price ta< 
on the Negro-directed product. 

More important, however, is the far 
that the Negro consumer, more oftei 
than not, prefers the same nationa 
brands as his white counterpart. Th 
day of the Negro saving a few pennie 
on an off-brand is passing. Stron; 
evidence of Negro preference for top 
selling national brands can be found i 
a Rollins Broadcasting study of pr< 
ferred brands in the five markets wher 
it owns a Negro-appeal station. 

In years past. Negro media ofte 
touted the hrand loyalty of Negroe ( 
the idea being that ad dollars spent i, 
the Negro market would par off ij 
long-term dividends. You still hei 
such promotion hut the sound is mute 
And with good reason. The flood • 
new products that have been intr 
duced in the past 10 years has foui 
a receptive market among the colore 

There is a type of hrand loyal 
among Negroes, however, that remai 
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a powerful factor. This is the loyalty 
toward products whose makers are felt 
to be sympathetic to Negroes. It op- 
erates in a particularly potent way in 
cases where the advertiser employs 
Negroes. 

"Buy where you can work" has be- 
come an increasingly effective slogan 
among Negroes. It is one reason why 
Negro d.j.'s pack such a sales wallop, 
and why Negro media are becoming 
more essential to advertisers out to 
maximize sales. 

The Negro d.j. (and, it should be 
pointed out, that white d.j.'s are also 
popular among Negro listeners) is the 
heart of Negro radio advertising. More 
than in general appeal radio, he is a 
well-accepted memher of the Negro 
community. 

Advertisers in the Negro market are 
sharply aware of this acceptance and 
much of their buying revolves around 
them — once the cost is hammered out 
between station and client. 

Let's take a look at how some ad- 
vertisers are buying Negro radio: 

Italian Swiss Colony is a popular 
wine brand among Negroes. A 12- 
maiket survey by Johnson Publishing 
(Ebony, Jet) showed it in first place in 
a field of 95 entries with a 15% share 
of the market — twice the share of its 
nearest competitor, Gallo. 

The client, via Honig-Cooper, has 
been using Negro radio for many years. 
Radio schedules follow a regular pat- 
tern of 13 weeks in the summer and fall. 
Negro radio is used in 14 markets: New 
I York, Chicago, Detroit, Cleveland, Phil- 
adelphia, Roanoke, Lynchburg, Rich- 
mond, Memphis, Washington, Balti- 
more. Miami, Houston, Dallas-Ft. 
Worth. In the three Virginia markets, 
in Memphis and in Baltimore, all radio 
» money is put into Negro-appeal sta- 
• tions. 

Some buys in the other markets are 
I pretty heavy, however. The client re- 
jcently bought a package on WDAS, 
Philadelphia, consisting of 100 min- 
utes a week for 52 weeks firm. 

Aside from the cost factor, the 
I \S DAS buy w T as decided primarily by 
I the lineup of d.j.'s. The jocks on 
^ DAS and the other stations as well 
are provided with a fact sheet and an 
e.t. Client and agency prefer the d.j.'s 
•to sell the audience in their own style. 
I Clarice McCreary, timebuyer on the 
account, reports she usually buys one 
station per market, expects merchandis- 
ing support. She looks first at the 



100/c Negro appeal station in a mar- 
ket but will settle on another with a 
smaller percentage of Negro program- 
ing if the personality has a strong fol- 
lowing. 

Another account selling via Negro 
radio is Carnation evaporated milk out 
of EWRR, Los Angeles. Carnation's 
marketing problem: outselling Pet. 

Roland Galhnan, media buyer, picks 
stations generally on the following 
basis: 

"Negroes are loyal to certain sta- 
tions : we seek these stations out in 



each market. Negroes are loyal to cer- 
tain d.j.'s. In many cases, they are 
prominent civic figures. We look for 
them, too. 

"The station's standing in the Negro 
community is important. Some stations 
are outstanding in public service. They 
operate swimming pools, help finance 
summer camps, and so forth. 

"Then there's promotion. By and 
large, Negro stations offer more pro- 
motional tie-ins than the general sta- 
tion, largely because the Negro d.j. 
makes more personal appearances. We 
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look for this promotional help from 
stations." 

Carnation's copy line for Negro ra- 
dio does not differ from its general 
copy. However. Galhnan said he ex- 
pects the personality reading it to in- 
ject his own personality and may 
change the copy a hit to suit his selling 
manner. 

Callman buys housewife time — from 
about 9 a.m. to 3 or 4 p.m. "\\ e are 
not interested in traffic times," he said. 
"We don't bin late afternoon times 
when teenagers are the predominant 
audience. We want to reach women at 
home. Late afternoon offers the highest 
ratings on Negro programing; how- 
ever, we'd rather have a lower rating 
earlier in the day." 

Xegro program times affect Carna- 
tion's buys, of course. With few Xe- 
gro appeal stations in Los Angeles, 
Callman had bought 9 p.m. on KGFJ. 
However, when the station switched to 
100 r * Xegro appeal programing re- 
cently he switched the buy to 1 p.m. 
Another exception is KSAX, San Fran- 
cisco, where Galhnan buys early morn- 
ing in addition to late afternoon. 

Carnation prefers spiritual pro- 
graming and will buy it even when it 
gets lower ratings than other types. 
Xext in preference is jazz and rhythm 
& blues provided it is not too extreme. 

Agency and client use a rough rule 
of thumb in determining when to use 
Negro radio in a market: a minimum 
of 40,000 Negroes. This is a yard- 
stick applied mainly to southern cities 
and would not hold in a city like Bos- 
ton where the Negro population rep- 
resents a small proportion of the total. 

One of the more careful jobs in 
picking a disk jockey was undertaken 
a few )ears ago by Langendorf United 
Bakeries, which uses a personality 
named Rockin' Lucky on KSAN. 

Here, in the words of Stanley Col- 
berson, Langendorf ad manager, is 
how it was done via a consumer sur- 
vey : 

"Three factors here were involved: 
First, how did listeners rate each disk 
jockey as to his popularity and how 
often did the person interviewed listen 
to each of the disk jockeys. Second, 
could the various disk jockeys be iden- 
tified with their exclusive advertisers? 
And, third, and most important, how 
much business were the various Negro 
disk jockeys actually sending to their 
local accounts. We know that if a sta- 



tion can sell for a retail account, it is 
doing a job." 

The consumer survey done b) Lan- 
gendorf illustrates a t)pe of research 
seldom done even in general appeal ra- 
dio. However, this does not indicate 
that data on Negro radio audiences is 
otherwise considered sufficient by ad- 
vertisers. 

Buyers generally agree that so far as 
ratings themselves go, the supply of 
data are adequate in the larger mar- 
kets. There are a considerable number 
of Negro Pulses in circulation. Like 
general appeal radio, the situation is 
not satisfactory in the smaller markets 
where stations are unwilling or unable 
to pay for audience research. 

Aside from ratings, however, there 
is little available on radio audiences. 
Jesse J. Lewis, president of Jesse J. 
Lewis & Associates, a Negro who heads 
his own public relations, merchandis- 
ing and broadcast programing firm in 
Birmingham, said recently: "Many re- 
ports have been made concerning the 
size of the listening audience. How- 
ever, little, if any, research has been 
made to determine the general char- 
acteristics of these people." 
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(Lewis' concern is with more than 
the quantity of data. Like many other 
educated Negroes he feels that there is 
too much emphasis on jazz, hlues, 
rhythm and gospel music "which tend 
to further stereotype the \egro in the 
eyes of the public") 

Services which measure the general 
radio audience pick up Negro listen- 
ing but it is not hroken out separately 
and some station operators question 
whether these services measure the Ne- 
gro radio audience accurately. Al 
Klein, national sales manager of 
WDAS. complained: "We're hilling na- 
tional business now at the rate of 
$250,000 a year and we don't even 
show up on Nielsen." 

Here are some tips on using Negro 
radio ratings. 

1. In analyzing sets in use remem- 
ber they are affected by the amount 
and time of Negro programing in the 
market. Most Negro appeal stations do 
not devote their full schedule to Negro 
appeal programing. 

2. Traffic times in the early morn- 
ing and late afternoon are a minor 
factor. While Negro auto ownership is 
substantial, driving to work is not as 
common as with whites since most Ne- 
groes tend to live more toward the 

I center of town than in the suburhs and 
J use public transportation. 

3. Keep in mind that a portion of 
Negro listening, particularly in the 
South, is done in white homes by do- 
mestics. 

4. Keep in mind that certain odd 
times may provide substantial Negro 
audiences. Sundav morning hefore 
church, for examplej is considered 
good time by some timebuyers, par- 
ticularlv those in the market for spir- 
itual and gospel music. 

5. Nighttime can also attract good 
audiences on certain occasions since 
some stations, programing to a number 
of audience groups, mav spot Negro 
programs after dark. A March 1958 
Pulse survey of Negro listening in San 
Francisco was cited by Negro consult- 
ant Les Bailey as evidence for his be- 
lief that Negro radio listening usually 
lasts well into the evening. The Pulse 
survey showed daytime listening gen- 
erally falling in the 25-30 range (ex- 
cept for early morning). Between 6-8 
p.m., the average was 23; between 8-10 
p.m., it was 20; between 10 and Mid- 
night, it was 17. 

6. Negro radio listening is generally 
higher than white, one reason being 



the smaller tv saturation, an impor- 
tant difference in the South. 

7. Be careful in calculating cost- 
per-1,000 figures. Ratings projections 
can be off where Negro population 
figures are not up-to-date. And in 
many markets, accurate population fig- 
ures are not availahle hecause of 
recent Negro migration either into or 
out of the market. ^ 



NEGRO STATIONS 

[Cont'd from page 9) 

the honest, off-beat music which they 
have made famous. They are not "hip- 
sters." 

3. Let Negroes feel you are working 
with them, not ivorking them. Your 
personal contact with them must evince 
real sincerity. 

4. While spiritual programing de- 
livers a smaller audience, it delivers a 
more loyal audience. (Hancock does 
not program spiritual music.) 

5. It is not necessary for an adver- 
tiser to record commercials. (Hancock 
noted, however, that the following 
hrands are using or have used record- 
ing or special copy on his show: Coca- 
Cola, Hit Parade, Lucky Strike, Pet 
Milk.) 

If the d.j. is the heart of Negro ra 
dio, music is the heart of the d.j.'s pro 
graining. By music is meant jazz 
rhythm and hlues and rock V roll 
Gospel music is popular but secondary 

Buyers have noticed an increase in 
the amount of time being given in re- 
cent months to jazz, etc. Some have 
even complained that it is becoming 
hard to find enough gospel music 
shows for their needs. One buyer said, 
"It looks like some Negro stations are 
really going after ratings. There's no 
doubt that Top 40 tunes and rock 'n' 
roll will get big audiences — both Ne- 
gro and white." 

While admitting that rhythm and 
blues have a great appeal, some Negro 
market experts feel it is overdone. 
Here are statements from two of them, 
both Negroes. 

Les Bailey, head of Les Bailey As- 
sociates, a former salesman for KSAN. 
San Francisco, and highly regarded by 
West Coast agency people, said: 

"An effective Negro programed sta- 
tion takes into consideration various 
levels of community life and the di- 
vergent likes and demands of the Ne- 
gro community. Total rhythm and 
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blue* policies maj appeal to a certain 
segment or element all or most of the 
time, hut they will not attract the larg- 
e>t po**ible Negro audience. 

"Social and intellectual evolution 
are constantly in ferment in the Negro 
community. Program directors must 
keep an alert finger on this pulse if 
their audience is to grow in size and 
station loyalty. The strong adherence 
to 'U&B* formats 1>\ West Coast Negro- 
appeal stations is based in part on the 
4 sut cess* stories of media in other sec- 
tions. 

4 'Pul.<e >urve\ > are pointed to to 
pro\e that 'we're on top of the market.' 
Hut lack of competition and identical 
programing In other \egro-appeal sta- 
tions may he the basis for this *suc- 
ce>s.* 

"There is not enough careful screen- 
ing of recordings before they are of- 
fered to aii audiences. There are suffi- 
cient rumblings among \egro 'thought 
leaders* regarding 'gut bucket' music 
to warrant concern on the part of pro- 
grain directors. 

'More and more Negroes are daily 
climbing another rung higher on the 
>ocial and economic ladder in the far 
\\ e*t. They are demanding the type of 



entertainment that goes with better liv- 
ing. Check the record library of these 
new arrivals into the middle class and 
you will find everything from Bach to 
Hoogey. As in the case of the 'Rock'n' 
Rolf mills, the Tl&B' factories have 
long since ahorted the original music. 

"In the area of religious program- 
ing, trained Negro ministers are rap. 
idly supplanting the barely literate, 
rafter-splitting preachers. The Negro 
may still demand feeling in his spirit- 
ual bill of fare, but he also is seeking 
coherence. A source of deep shame 
and emharrassment is found in some of 
the religious programing carried by a 
number of Negro-appeal stations. 

"Greater attention should be given 
to deliberate community interest pro- 
graining relative to puhlic service." 

In the same vein are comments from 
Jesse J. Lewis, whose Jesse J. Lew r is 
Associates handles merchandising, pub- 
lic relations and programing for cli- 
ents aiming at the Southern Negro. 
Lewis completed a survey of Negro 
appeal radio recently and while the 
bulk of the material remains confiden- 
tial for clients, he did say that as a 
result of the survey and his own ex- 
perience he found that Negroes, "he- 
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came closel) identified as program par- 
ticipants in the medium just within re- 
cent years. In almost every major Ne- 
gro consumer market these programs 
have become well established. Negro 
radio is experiencing its greatest 
growth and importance in the South. 
Racial segregation might be the rea- 
son for this." 

Lewis admits that devotees to jazz, 
blues, rhythm and gospel make up the 
primary listening audience, but com- 
plains that "because of this misplaced 
emphasis on the present type of pro- 
graming, there is almost total exclu- 
sion of programs which will show that 
Negroes have other interests." 

Lewis makes clear that "these criti- 
cisms arc the feelings of the more edu- 
cated and advanced members of the 
race who strongly resent any activity 
which tends to further stereotype the 
group in the eyes of the public. Recog- 
nizing these criticisms some station op- 
erators have curtailed to a degree the 
playing of too many of certain kinds 
of records and the extreme clowning 
of disk jockeys." 

Most Negro appeal broadcasters will 
take issue with the general tenor of 
these comments. They hold that radio 
programing basically reflects the taste 
of the audience in each market and that 
it must be understood that Negro radio 
is a mass medium and cannot take on 
the same tone as Negro appeal periodi- 
cals, which are class media (a differ- 
entiation which Lewis himself makes a 
point of). 

Whether or not it is enough in quan- 
tity to satisfy the more educated Ne- 
gro, there is a substantial amount of 
programing other than music on Ne- 
gro radio. Naturally, the greater per- 
cent of Negro appeal programing a sta- 
tion has, the wider is its variety of 
programing. One buyer told SPONSOR: 
"Jive is not hasic to the important 
stations." 

WDIA, Memphis, is one of the most 
highly-respected stations because of its 
community contact and services. Here 
are some examples of what it does: 
( 1 ) sponsors tw T o Negro stage shows a 
year, profits of which (about $30,000 
annually) go to charity, (2) provides 
up to 30 and 40 "goodwill" announce- 
ments per day for club news, funerals, 
lost and found matter and the like. 
(3) furnishes free school bus transpor- 
tation for handicapped children, (1) 
furnishes uniforms and equipment for 
nearly 1300 Negro boys on 85 WDIA 
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Little League baseball teams in Mem- 
phis, Shelby county and Mississippi, 
(5) has pledged $40,000 toward a new 
$180,000 orphanage. In addition, a se- 
ries of expense-paid trips are given to 
winners of a spelling bee, a contest to 
pick the top Negro high school foot- 
ball player in Memphis and a contest 
for amateur talent in the classical, spir- 
itual, popular and rock V roll music 
fields. 

WLIB, New York, is another outlet 
active in airing community affairs. This 
past summer the station put on a se- 
ries of 40 programs, called "Project 
58" reviewing what the station called 
''the story of New York City's Negro 
families' struggle for respectability." 
Some idea of the frank approach to 
this series is given by a sentence which 
appeared in a release explaining the 
project: "Do you know that responsi- 
ble authorities estimate . . . two out of 
every eight Negro children in New 
York City are born out of wedlock?" 

The station recorded every major 
speech and appearance of Prime Min- 
ister Nkrumah of Ghana while he was 
in America. A dozen 15-minute and 
half-hour programs were devoted to 
his visit. 

A particular sense of how the Negro 
feels and reacts might well be expect- 
ed among Negro owners of Negro ap- 
peal stations, of which there are three 
or four. One of these, Psyche Pate, 
woman owner of KPRS, Kansas City, 
lists the following precautions for pro- 
graming to specialized groups: 

"1. We never allude to differences 
that set our audience apart from other 
listeners. 

*'2. We avoid plays, skits or anec- 
I dotes which use members of the group 
in a subservient manner. 

"3. We never use expresions or 
words that are offensive to our special 
audience. 

"4. We never imitate brogue or ac- 
cent. 

"5. We have considered racial or re- 
ligious jokes as being offensive, no 
matter how innocent sounding they 
may be. 

"6. On-the-spot interviews, which 
are impromptu, can be dynamite and 
must be performed with great care. We 
avoid humorous interviews because of 
the sensitiveness of the market we have 
captured. 

"7. Finally, we avoid using racial 
and religious tags on crime stories." 
Merchandising. Clarence Holte, Ne- 



gro marketing chief at BBDO. makes 
the point that, because Negro market- 
ing areas are compact, Negro stations 
are in a position to provide more mer- 
chandising backing per dollar. Not 
that all stations necessarily provide 
more, Holte said, but they can do it 
when they're so inclined. 

One reason Negro stations will ex- 
tend themselves with merchandising 
support is to attract blue chip accounts 
for reasons of prestige. One source 
familiar with station merchandising es- 
timates that Negro appeal stations nor- 
mally spend 5-10% of the value of the 
purchase on merchandising. 

Al Klein, national sales manager of 
WDAS, Philadelphia, says his station 
is spending in cash $35,000 for mer- 
chandising. This does not include air 
plugs for retailers with which it has 
tie-ins. The station is currently billing 
national business at the rate of $250,- 
000 per year, a substantial jump from 
the 1956-57 fiscal year, when the figure 
was $85,000. 

WDAS has tie-in arrangements with 
the Food Fair chain, the Best Markets 
chain, a group of independent super- 
markets called WDAS Spot-lite Super- 
ettes and with the Philadelphia Asso- 
ciation of Retail Druggists, which in- 
cludes 600 of the 1,200 indie drug 
stores in Philly, each of which does 
50-100% of his business with Negroes. 

Station merchandising crews are par- 
ticularly effective because many manu- 
facturers do not use Negro personnel 
on a regular basis to do their selling 
and in-store promotion work. Yet, it is 
obvious that a colored store-keeper 
will feel more comfortable with some- 
one of his own race. 

This doesn't mean that merchandis- 
ing in Negro stores is any different 
than in white stores. As a matter of 
fact, other than the use of Negro mod- 
els in point-of-sale material, Negro 
merchandising, experts advise, should 
avoid being different because the Ne- 
gro doesn't like the feelings of differ- 
cntness. 

Negro station merchandising varies 
tremendously in quality and effective- 
ness, media buyers report. In most 
cases, however, merchandising is only 
a deciding factor in picking a station 
when other things are equal. 

Here is one example of merchandis- 
ing offered by Negro stations. The out- 
let, WHAT, Philadelphia, offers (1) 
the merchandising crew to accompany 
client salesmen at the outset of the 
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campaign. (2 1 setting up of display- 
posters in 300 independent retail 
stores. (3) jumbo postcard mailings, 
( 1) check of product display and sales. 
*5> d.j.'s available for company and 
wholesaler meetings. (6) air tie-in with 
"Feature Stores" as a means of im- 
proving displays, etc. 

Merchandising materials pretty well 
run the gamut on Negro stations. 
Here's what KATZ offers, its cost and 
minimum buy to qualify: (1) 70 call- 
backs at printing cost only ($150) with 
minimum schedule of 30 minute or 48 
30-second announcements; (2) jumho 
cards to 250 stores at 825 if art work 
is supplied hy client, with 260-time 
minimum contract; (3) 150 inches of 
newspaper ads. free if sponsor sup- 
plies cut. with 260-time contract; (I) 
d.j. photos, at 8 cents each mailed with 
260-time contract; (5) large display 
window at no charge with 156 an* 
nouncements; (6) d.j. apppearances at 
810 per two-hour appearance; (7) rec- 
ord giveaways at 810 per hundred rec- 
ords if outdated or 60 cents per record 
if a current hit plus mailing and pack- 
aging charge if necessary; (8) self- 
liquidating premiums. 

In addition to merchandising crews, 
the d.j.. of course, is also a sort of 
merchandising man. The Negro ap- 
peal d.j. does more store calling and 
personal appearances than his counter- 
part in the general appeal field. 

Tom Sims, assistant to Clarence 
Holte ( BBDO's Negro marketing 
chief), said that in one campaign, a 
Negro d.j. made 250 store calls and 50 
bar calls for the client. 

Another example of station mer- 
chandising is that of WOBS, Jackson- 
ville, which offers the advertiser "mass 
products display" in the Daylight chain 
of supermarkets. Facilities bought 
may be programs, announcements or 
chain breaks. Here's the way the sta- 
tion descrihes its plan: 

"Once during each week (13- week 
evele) on the air, each advertiser is 
eligihle for one full week's special dis- 
play in all participating stores. The 
types of display vary according to the 
store. 

"The stores are given free newspaper 
tie-ins. 

"Daylight Supermarket, in requested 
instances, will cut its profit potential, 
while guaranteeing the client his usual 
price. 

The station specifies that the mer- 
chandising given is based on the 



mone\ spent per product, not for the 
entire company. For example, a soap 
company could not combine its de- 
tergent and shampoo expenditures on 
the station to qualify for merchandis- 
ing aid. However, exceptions are 
granted where products are closely al- 
lied and do not warrant separate ad 
hudgets, like club soda and ginger ale. 

WRAP. Norfolk, has a device to 
mobilize its women listeners hehind 
station-advertised products. It's called 
the Hoinemakers Council, which is de- 
scribed as a "voluntary organization 
of 650 Negro housewives representing 
more than 328,000 Negroes in the 
WRAP listening area. Its members 
coordinate the activities of the station, 
the community and the advertiser." 

The Council, the station said, is 
equipped to conduct pantry studies, 
sampling and product demonstrations 
at its regular meetings and in stores 
and homes. Its "bake-off" and "favor- 
he dish" contests can be used as 
springboards for promotion and pub- 
licity by advertisers. Regular meetings 
of the Council include product dis- 
plays, homemaking demonstrations, 
fashion shows, hair and millrnerv stvle 
shows. Memhers are attracted to meet- 
ings by prizes and refreshments. 

The Council is the hrain-child of 
Leola Dyson, director of women's ac- 
tivities and puhlic relations at WRAP. 
She conducts a homemaker show on 
WRAP called Around the Town. 

WOV, N ew York, uses a merchan- 
dising gimmick called Spin-a-Win to 
create attention and pull customers to 
stores or counters. 

The format: Spin-a-Win is a radio 
quiz fin-store origination) using a 
wheel of chance with 30 numhers. 
Each numher on the wheel has a cor- 
responding card with a quiz question 
typed on it. Four of the cards are 
"bonus" cards. If the wheel stops at 
one of these, the contestant gets S2 and 
a chance to answer the question for a 
further prize as well. Questions are 
rated in accordance with their difficul- 
ty; prizes do not run high in this 
the range is 82 to 810. And 



game 



consolation prizes are given also. 

Any food or drug advertiser main- 
taining a $197 per week schedule on 
WOV qualifies for Spin-a-Win on the 
following basis : one promotion for 
each consecutive six-week schedule, 
three promotions for a schedule of 13 
consecutive weeks firm. The quiz is 
promoted by air announcements and 
point-of-sale display material. ^ 
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No wind too strong — no sea too rough for the 

dauntless JEPCO crew. 

\ 
* 

Leadership in any field comes only with initiative, 
understanding and hard work. JEPCO represents 
the leading stations in Negro radio. Its position 
in this field has not been won accidentally. 

* 

V 

Smooth sailing and a profitable course can be 
yours too. Call your JEPCO man today! 



JOHN E. PEARSON COMPANY 

RADIO AND | TELEVISION STATION REPRESENTATIVES 

New York • Chicago • Minneapolis • Dallas • Atlanta • Los Angeles * San Francisco 




KSAN . the only full time 

San Francisco radio station 
serving the 
tremendous 

Bay Area 

Negro <r I 
Market ' - 

100% of the time! 



Here's a full house that's hard to beat! 



don't try to improve on a hand like this . . . 

BUY KSAN and be sure! 

(Proven most popular year-after-year by Pulse Negro Audience Survey.) 



The KSAN signal goes where the Negro listener 
lives, works and buys! (Field strength surveys show 
260 P 000 Negro listeners In the KSAN primary Market!) 




For more exciting details, such as rates and avails, contact: 

STARS NATIONAL, INC.: JOHN E. PEARSON COMPANY: 

Southwest - 506 Fidelity Union life Bldg., Dallas, Tex, 
Southeost — 508 Glenn Bldg,, Atlonta, Georgia 
Northwest — Des Moi nes Bldg,, Des Moines, lowo 
Middle West - 35 E, Wacker Drive West - 3242 W. 8th Street, tos Angeles 

Chkoga J, Illinois 58 Sutter Street, San Froncisco 



Eost — 400 Modison Avenue 
New York 17, N. Y. 



